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The experience of the Stanley Works 

is yours to sell! You sell this 80 

years of Stanley experience with the 

sale of every item in the extensive 
line of Stanley Hardware. 


THE STANLEY WORKS - NEW BRITAIN, CONN. 


STANLEY ] 














The New Cabinet 
With this new @TD GWeGiant Die Cabinet 


you will be able to get the full profit from your re- 
placement Die business. Dies are kept instantly at 
hand and available. Every facility is afforded for 
quick check of stock. The cabinet itself is not only 
useful and convenient—it is beautiful as well, and a 
credit to your place of business. It is of solid mahog- 
any, only 10” x 10” x 12’, a fixture which would not 
be out of place in the most exclusive retail store. 

It is particularly suited for distributors making over- 
the-counter sales, but can be used just as advantag- 
eously as a plain stock cabinet by the strictly wholesale 


It Costs You Nothing 
This handsome cabinet, which couldn’t be duplicated 
for less than ten dollars, is absolutely free to every 


house. 











stock of 


dealer ordering our selected 
i Dies. This stock has been made up 
with great care and consists of only 50 pairs of dies, 
yet it contains all the best selling ones. The whole 
stock costs less than $50.00. 


We Help You Sell Them 


In addition to giving you this handsome cabinet, we 
have prepared envelope stuffers for distributors’ use, 
calling attention to the desirability of having 
Yitite Giant Screw Plates in good working order, 
and emphasizing the stock of dies being carried by 
you as a distributor. They will be imprinted for you 


GTD 


free of charge. 
Send for the full story—we haven’t room to tell 


it here. 
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4 Greenfield Tap and Die Corporation, : 
a Greenfield, Mass. ' 
f 00 Quote me on the @TD Cabinet for ' 
4 Dies. + 
‘ O I have a cabinet. I want a quanti- : 
‘ ty of the special envelope stuffers. t 
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CORPORATION 





New York—15 Warren St. 


GREENFIELD rnp AND oT) 


GREENFIELD, MASS.,U.S.A. 
Chicago—13 So. Clinton St. 


Detroit—224-226 W. Congress St. 


Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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Announcing Change of Name 


‘Hand Tool Division of Greenlee Bros. & Co. 


NOW 


GREENLEE TOOL CO. 







Yen) REENLEE BROS. & CO., was established over sixty 
i, J years ago as builders of Woodworking Machinery. 
“ Soon afterwards they began manufacturing Wood- 
working Tools for use in machines, and at a later date ex- 
tended their lines to include Woodworkers’ Tools, such as 
Auger Bits, Augers, Carpenters’ Chisels, Gouges and Draw 
Knives. In more recent times the company has further de- 


veloped an extensive line of Metal Working Machinery. 


oe 


Since these several lines are marketed through different 
sales organizations and each division of the business has its 
own independent salesmen, there has arisen some confusion in 
certain lines of our trade. This has particularly occurred in 
those larger cities where the company maintains two or three 
separate offices or agencies for these distinct divisions of the 
business. 


Consequently the parent company has now organized a 
subsidiary sales corporation to handle the Woodworkers’ 
Small Tools to the Hardware Trades. This new organization 
will be known as the GREENLEE TOOL CO., but it will 
have the same officers as the parent company and will func- 
tion as a division of the business exactly as in the past. 


The production of Greenlee Auger Bits, Chisels, Gouges 
and Draw Knives will continue in the present plants, under 
the same factory brands and with the same high character-of 
materials, design and workmanship. The only change is in a 
distinct name, so that after January 1, 1928, sales to the gen- 
eral hardware trade will be made by the Greenlee Tool Co. 


SALES OFFICES AND WAREHOUSES 

NEW YORK: 126 Chambers St. 

BOSTON: 63 Commercial Wharf 
PHILADELPHIA: 901 South 47th St. 


GREENLEE TOOL CO. 
Rockford, Illinois 
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STANDARD 





EVEREADY 
COLUMBIA 
Dry Batteries 


- they sell faster 





RADIO, IGNITION 


AND ALL 


SENERAL puRPOse 


INSPECTED 
TESTED 
RELIABLE 


IONAL CARBON CO!" 


Unio UNIT OF con? 
" CARBIDE & CARBON eco 
New YORK SAN FRANC!S 


MADE INU.S.A- 


WHAT we mean when we say 
that Eveready Columbia Dry 
Batteries are standard is this: 
They have been so universally 
used, and have served their pur- 
chasers so well for so many 
years, that nearly everybody 
thinks of Eveready Columbias 
as the standard dry batteries. 
These millions of people find 
confirmation of their opinion 
in the advertising that has been 
running so steadily and effec- 
tively these many years. Stand- 
ard, quickly sold, satisfaction- 
giving, profitable batteries, 
that’s what Eveready Colum- 
bias are. Order from your 
jobber. 


NATIONAL CARBON CO., INC. 
New York Chicago San Francisco 


Atlanta CC Kansas City 


Unit of Union Carbide and Carbon Corporation 





2 
2 


Ea eu. 
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ARMSTRONG BROS. 
QUALITY PIPE TOOLS 


Skilled workmen demand pipe tools that have 
proved dependable without question. They 
fully realize the convenience, saving of time 
and the genuine economy of good tools. The 
“home workman,” too, is learning that the best 
tools are the cheapest in the long run. 
















ARMSTRONG BROS. Quality 
Pipe Tools are the result of over 
34 years of fine tool making. High- 
est Quality Materials, Superior 
Design and Precise Workmanship 
insure the finest Pipe Tools pos- 
sible. Every tool sold carries the 
unqualified ARMSTRONG Guar- 


antee. 
















Send for this catalog 


This new Catalog P-10 will be sent 
free on request. Contains descrip- 
tions, sizes and prices on the full 
ARMSTRONG BROS. Line of Quality 
Pipe Tools. 


Share, Me ; 

° ee e is / 
Why chance customer satisfaction on unknown products? Build more good will 
and reap greater profits by pushing the Line of Recognized Profit! Also, by 
concentrating your purchases and making us your source of supply, you benefit 
by freight allowances on shipments of 200 pounds or better. Follow the lead of 


successful hardware jobbers and let ARMSTRONG BROS. Quality Pipe Tools 
help make 1928 your best year. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. CHICAGO, U. S. A. 
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TRIMO 


TRIMO Sales 
Make Friendly Customers 


There is strength in a TRIMO’s 
rugged frame to do the hardest 
kind of work that anyone can 
reasonably expect of a pipe 
wrench. Lugs upon the handle 
overlap the frame for added 
strength. A TRIMO’s long 
years of service will satisfy the 
demands of the most exacting 
buyer. 


TRIMO wrenches cannot fail 
to satisfy their users. Nor can 
TRIMO dealers fail to profit 
materially. The TRIMO 
dealer has friendly cus- 
tomers for he is ithe 
ing them with the 
best pipe wrench 
money 
can buy. 




























MEMO: When a man 


asks for a pipe wrench, 
The TRIMO Monkey Wrench . de a THD. 


is a heavy duty wrench combin- 
ing long wear with mechanical 
efficiency; the jaw moves out- 

ward instead of toward the han- TRIMONT MFG. COMPANY 
dle, thus increasing the leverage ROXBURY (BOSTON), MASS. 


for large nuts and bolts. Amntitéii's thle, Wieich Nilien 
for Nearly Forty Years 
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of the 
Original 
Poultry Netting 
pee! The surest way to convince yourself of 
the merits of U. S. Poultry Fence is by 
i actual comparison. Send today for this 
miniature sample roll! Address, Indiana Steel & 
* Wire Company, Dept. HA, Muncie, Indiana. See for 
yourself why U. S. Poultry Fence is setting new rec- 
ords for sales and profits wherever poultry netting 
is used! 
* “Tl would rather sell one roll of U. S.. Poultry Fence than five rolls 
= of any other for when I sell one roll of U. S. it sells more for me.”’ 
There, in a dealer’s own words, is the story of the tremendous 
: repeating sales power of U. S. Poultry Fence. It is the story of the 
: buying public’s preference for this superior netting; the story of in- 
4 creased sales and profits for the dealer. 
’ U.S. Poultry Fence, designed like farm fence,’requires no top rail, no base- 
‘ board. It stretches straight and true from post to post without bagging or 
: sagging. The tighter you stretch it the better it is. 
: U S. Poultry Fence costs no more than ordinary netting. Yet, because of 
é its exclusive advantages, it often commands a better re-sale price and earns for 
you a wider margin of profit. 


If you are not already getting your share of the increasing U. S. Poultry 
Fence business, start now! Be sure to specify U. S. Poultry Fence—not just 
“poultry netting”—for only in U. S. can you obtain the outstanding features 
demanded by poultry raisers everywhere. 





U. S. Poultry Fence 


es * Indiana Steel & Wire Company 
Dept. HA Muncie, Indiana 
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POULTRY NETTING 


Galvanized Before and Galvanized c/4fter Weaving? 


CBP BB BO BE GOL LL PP LLL BP BOP BD BAP” AE” SAP ASAAIPA LAL LO ADDS a Cel 
LL, MOLE A) SELECT OGD, NIELS AEE I IR a at PAROLE LAE LT LOE nS EA ae paws 


A é ee, ‘ oe : il x : es 
pH 3 2 ; Bas Windows 


Dark 
Finish 


JU) CGAsle 


Mesh only) 


GaLvaNizeD Sree: Wire CLoTH 
CAll Grades 


Ahm for the tag, carrying our name, at the end of every roll! 


. The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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ESSENTIAL 


TO PRECISE 


WORKMANSHIP 

















Vest Pocket Speed Indicator No. 746 for checking the speeds 


of shafting, etc. Easy to use. Measures all s; 
directio: 


ving readings in either 


For Measuring Speeds 
easily and accurately 


accurately 
m. Only four major parts. 
Price $1.50 


—sell No. 746 


Knowing the speed of shafting, flywheels and 
other revolving units is essential in mills, fac- 
tories and machine shops. 


Vest Pocket Speed Indicator No. 746 is just 
the tool to sell your customers for this work. 
It has a four-fold sales appeal, being handy, 
accurate, reliable and inexpensive. 


Catalog No. 30 lists over 5,000 items. 


Any one of them 


you sell will increase the reputation of your store as the 


place to buy good tools. 


We protect the retail dealer by 


adhering strictly to prices and terms. Dept H. A., Brown 
& Sharpe Mfg. Co., Providence, R. I., U. S. A. 























PLANER AND SHAPER GAUGE 
Catalog No. 625 







a ky 
4 hm 
STAINLESS Qe ™ 
STEEL RULE ein 
Catalog No. 350 ™ 
THICKNESS 
GAUGE 


Catalog No. 648 















OUTSIDE 
SPRING CALIPERS 
Catalog No. 811 


SCREW PITCH GAUGE 
Catalog No. 630 








ADJUSTABLE SQUARE 
Catalog No. 554 





[BS wORLD’S 


STANDARD 


O F 


ACCURACY 
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Indestructible Plug 


Built on an entirely new patented principle. No contact 
springs inside to lose temper and fail to grip. Brass contacts 
insulated with India Mica and mounted on steel plates are 
gripped from the outside by strong air-cooled spring. Heat 
regulating —no need to stop ironing while turning heat 
off or on. Operator regulates heat at will. The only plug 
that holds cord out of way. Bakelite grip never gets hot. 

Indestructible—Handsome in appearance—Simple and 
practical. This New Sunbeam Patented Plug has a strong 
selling appeal. Plug and cord set, $2.00. Plug only, $1.50. 


Big air passage for air 
current to sweep through. 


In use, cool air rushes 
through heres 





Less metal to conduct 
f heat up to handle. 




















Sunbeam Table Grill and 
Toaster. Cooks 49 dishes right 
at the table. Has all toasting 
features of the famous Sun- 
beam Flat Toaster, $10.50. 


Sunbeam Inventors 


and 






The New Improved 
Sunbeam Iron 


For 1928 the famous guaranteed Sunbeam Iron will come 
with these two big new selling features. Notice the patented 
Air-Cooled Handle and Indestructible Heat-Regulating Plug. 
Two thoroughly practical and efficient improvements that 
appeal to women. 

And in the heart of Sunbeam is the famous 30-year, all- 
over, heavy-duty heating unit that well-known engineers kept 
on constant current for 11,167 hours and could not burn out 
—equal to 30-years’ home use. Let the new Sunbeam Iron 
increase your iron sales. These added features at no increased 
price. Sunbeam 6-Ib. Iron, Stand and Cord remains at $7.50. 
Art-Steel Fireproof Case—$1.00 more. 


, The New Sunbeam 
Patented Air-Cooled Handle 





Little Sunbeam 3-Ib. Iron and Art- 
Steel Case. 
beam, only half the size. Ideal for 
ironing small pieces and for travel- 


The opening in the center of the handle strap reduces the 
amount of heat conducting metal and allows a current of air 
to pass through as the iron glides back and forth, thus carrying 
away the rising heat from the hand. The handle has a big air 
passage and as the iron moves back and forth a cooling cur- 
rent of air flows through it. 

These new features keep the handle decidedly cooler and 
they appeal to women buyers immediately. A strong selling 
point that explains itself and helps to sell more irons. 




















6-lb. Princess Iron, guaranteed 
to do as good work and last as 
long as any iron selling up to 
$6.50. List Price, $4.25. 3-lb. 
Little Princess, $3.50. 


Just like the big Sun- 


ing. Complete, $6.00. 
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Improvements 





Appliances for 1928 


En gineers 





Pat lied fir 
New Sunbeam Wet-Proof Electric Heating Pad 


For every curative heat treatment, whether wet pack or 
dry pack, Sunbeam meets the test. The inner surface of the 
removable eiderdown cover .is wet-proof. The only pad that 
can be used with wet application. There are no “Caution— 
Do Not Wet” notices to kill the sale. A quick seller for home, 
hospital and sanitarium use. 

Equipped with three thermostats and a handy three-way 
switch for high, medium and low heat. A separate white 
muslin slipcover is also supplied to keep it clean, $9.50. 


Score Again 





Sunbeam Patented Flat Toaster 


Toasts 50% quicker than upright toasters because it toasts 


flat—with rising heat. Serves more people. Saves current and 


waiting. The only toaster on the market that toasts sand- 
wiches—they lie flat and the filling can’t fall out. Toasts 
everything from thin crackers to halved-rolls and thick sand- 
wiches. 

Large, flat turn-over rack easily turned without touching 
hot toast. Clean reflector tray by simply snapping open and 
shut. Sunbeam makes electric toasting practical and enjoy- 
able, hence more toaster sales, $8.00. 


unbeam 


GUARANTEED ELECTRIC APPLIANCES 


al 


Made and Guaranteed By 


THE CHICAGO FLEXIBLE SHAFT COMPANY, 5600 Roosevelt Road, Chicago 
38 Years Making Quality Products 















































Princess Electric Heating Pad. 
Made of good materials. Cov- 
ered in soft eiderdown and has 
washable slip-cover. Double 
thermostatic heat control and 
switch, $6.00. 


Stewart 6-lb. Tron. Biggest 
value on the market in low- 
priced irons. Well built and 
dependable. Attractive, leath- 
er design carton, $3.00. 


The Stewart Heating Pad is 
the best low-priced heating 
ad made. Has thermostatic 
eat control, handy one-heat 
switch and is supplied with a 
slip-cover, $4.50 





dapat 
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by the keenest 
bayiaif brains in the coutier . 


CASH TO KEEP 
No Refunds 


It is well to remember that the rivets of our 
manufacture “stay sold.” Your customers 
make no returns for refunds, because these 
products drive easily and clinch smoothly. 
Stock up on every size. For repeat busi- 
ness, first sell quality. Leave price to the 
quibblers. 


KHAN 


TUBULAR RIVET & STUD 
=e COMPANY 


I 
ph Building 
I 


~caitems §—-s BOSTON 


R&S 
O 


oast Repr 
re 
Postal Telegra 
San Francise 
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Here Are Two Constantly Used Drills 
Both Make Customers—and Keep Them 








WOOD BORING 
BRACE DRILL 0 109A 
Specially tem~ 
pered and point-: 
ed for wood and 
will not be 


injured by contact 
with nails, plaster 
€ kindred material 










Shanks of both 
Drills are accu- 
rate and fit all 
braces on the 
market. 


Write for catalog 
and information 
regarding your 

special require- . 
ments. 






‘ 
3 BIT STOCK — 
; DRILL 0108 This Shield Appears 
For metal ~ on All Our Drills 


also drills 
wood without 
splitting he 








HE STANDARD TOOL (0 


CLEVELAND 


New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 
fredk. Pollard & Co., Ltd., London and Leicester, England. Paris, France—Burton Fils. Copenhagen, Denmark—Nienstaed & Co. 
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De Laval Business 


is Permanent, Pleasant 
and Profitable 


* About 20 years ago I took out an agency contract to sell De Laval 
Separators and I am pleased to say that your machines have 
always proved very satisfactory. About three years ago I took 
on the De Laval Milker and I find this to be just as satisfactory 
im every way as your separator. 

**On the whole I consider my contract with The De Laval Sepa- 
rator Co. to be the best and most profitable agency that I have.’ * 


4 a a 


**We wish to express our appreciation of the kind and courteous 
treatment we have always received from The De Laval Separator 
Co. During the 17 years we have had your contract you have 


given us the best of service. 


**We consider the De Laval Contract the most valuable of any 
we have, as your cream separators and milkers have proven so 
satisfactory to our customers.’ * 


a 4 a 


**De Laval Separators and Milkers are going strong this season 
with us, due largely to the fact that we have so many satisfied 
users who are continually sending us new customers, and 
through the cooperation of your travelers. 


*“*The De Laval Agency means considerable to us because of the 
‘good will’ that has been built up th the years by the 
very best of service. Therefore we consider your agency one 
of our greatest assets.’ * 


a2 4@ @ | 
** We have handled your line of merchandise for over fifteen years 


and are proud of it. 


**The majority of the separators in this community are De Lavals. 
We have sold different kinds of machines but the De Laval is 
our choice, because it is the choice of our many customers. 


** We are getting a start on the sale of Milkers with good success.°* * 


a a @ 


And that is the way thousands of other good dealers 
feel about their De Laval Agency. 


*Names on request. 


The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 
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‘NICHOLSON FILE CO., PROVIDENCE, R.'1., 





Files That Save Time 


» Ase competition. grows heénar and the work- 


ing: week shrinks, the tempo: of industry 


> quickens, More — must be: ‘sold in 
"less time. ~~ : 


For fast selling, sick: inde Ste shia’ tan 
pany. Every one you sell will ts ‘work in a 
way that will build good will. oo, 


Ss 


states 


Look for this company’s tradéentirlde Sta stocking - 
your files for resale. They stand for: quick selling 


merchandise—they stand for files that save time. 
Pig, 


—A File for Every Purpose 





U. S.A. 
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\fter weaving OPAL is coated with a heavy, 
uniform, solid layer of pure electrolytic Zinc, 


the best known protection for steel against 
weather exposure. The fabric is rigid and 
firm, perfectly woven, supreme in durability, 


appearance and all other details of quality 
and value. 


NEW YORK WIRE CLOTH CO, 


342 Madison Ave... New York Works: York Pa. 
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COMMANDER 
GREEN 


“Popular Science” 
reader and amateur me- 
chanic,in hishome work- 
shop, making model of 
Eskimo boat. 












COM MANDER 
FITZHUGH GREEN, U.S. N. 


in Arctic garb at Egedesminde, 
South Greenland, after escape 
down coast from ship leftinice. 


These Manufacturers are helping 
you to INCREASE YOUR 
PROFITS. They advertise in 
POPULAR SCIENCE MONTHLY 
to create new demands for you. 


The Stanley Works...... New Britain, Conn. 
Fayette R. Plumb, Inc....... Philadelphia, Pa. 
North Bros. Mfg. Co....... Philadelphia, Pa. 


Yale & Towne Mfg. Co... .. . Stamford, Conn. 
Brown & Sharpe Mfg. Co... . Providence, R. I. 
H. Gerstner & Sons........... Dayton, Ohio 
Goodell Pratt Co........... Greenfield, Mass. 
EB. C. Atkins & Co., Inc... Indianapolis, Ind. 
Boston Varnish Co. (Kyanize) . ene Mass. 


ww @& J. B. Belee.........¢ eledo, Ohio 
Electro Magnetic Tool Co......... Cicero, Ill. 
Twinplex Sales Co............ St. Louis, Mo. 
Estwing Mfg. Co.............. Rockford, III. 


Detroit White Lead Works..... Detroit, Mich. 
Parks Ball Bearing Machine Co., Cincinnati, Ohio 
South Bend Lathe Works. .. .South Bend, Ind. 
Chisel-Edge Claw Hammer Co., Hoboken, N. J. 
L. S. Starrete Company......... Athol, Mass. 
New, Jersey Wire Cloth Company, Trenton, N. J. 
Rutland Fire Clay Co., Patching Plaster and 


No-tar-in Roof Coating ....... Rutland, Vt. 
Addison Leslie Co., Plastic Wood, Canton, Mass. 
U. S. Gypsum Co......... .Chicago, Illinois 
Waco Tool Works.......... Chicago, Illinois 


Nicholson File Company... . Providence, R. I. 
Peck, Stow & Wilcox Co., .Southington, Conn. 
Millers Falls Company... . Millers Falls, Mass. 
The Carborundum Co... . Niagara Falls, N. Y. 
Simonds Saw & Steel Co... ..Fitchburg, Mass. 
Preritiss Vise Company.... . New York, N. Y. 
Chicago Solder Company........ Chicago, IIl. 
Trimont Mfg. Company...... Roxbury, Mass. 
Remington Arms Co., Inc... New York, N. Y. 
David Maydole Hammer Co...Norwich, N. Y. 
Up-To-Date Machine Works... . . Chicago, Iil. 


Clemson Bros., Inc....... Middletown, N. Y. 
The Shaler Company......... Waupun, Wis. 
Smooth-On Mfg. Co........ Jersey City, N. J. 


N all walks of life you find ama- 
teur mechanics—bank presidents 
who work with tools, physicians 
whose real love is carpentry, lawyers 
who make ship models, real estate 
men who build radio sets. 


Then there is Commander 
Fitzhugh Green, U. S. N., Arctic ex- 
plorer, flag lieutenant to Admiral 
Rogers in the World War, ordnance 
expert, war college aide, member 
of learned societies, author 


Arctic explorer, 


naval officer, author, 
..-and hardware customer! 


made mechanic’s tool. I read Popular 
Science for information and pleas- 
ure and enjoy working along lines 
that it suggests.” 


4 o 4 


The man who works with tools, 
making things, doing odd jobs 
around the house, etc., is a better 
customer for the hardware mer- 
chant. He buys tools, builders’ 
hardware, paint, and many other 

articles, and he is a steady 





of books of the sea, constant 
reader of Popular Science. ff 


Commander Green, who | 
sledged more than 1,000 
miles up into the Polar sea |! 
and was imprisoned in |f 
Arctic ice, has lived amany- |e 
sided life. To relieve the [@ 
strain of writing and men- 
tal occupation, he enjoys 
working with his hands. 


“I find relaxation in 


purchaser. 
Manufacturers inthe 








FREE to 
Hardware Dealers 


hardware field know that 
Popular Science appeals to 
the mechanically inclined 
—professional or amateur. 
They know the hardware- 
buying power of these men, 
and how Popular Science 
interests them. 








To help you sell, these 
alert manufacturers adver- 
tise regularly in Popular 


‘ 7 how POPULAR ‘ : 
using tools,” says Com- sQ/ENCE is creating Science. And retailers who 


= ~ business for you, read the 
mander Green. “The work- business for you, read the want larger sales and more 


benchismygymnasium,and December issuewillbe sent profits stock and display 


I enjoy the ‘feel’ of a well- 


free on request to any 
hardware dealer. 


these advertised products. 


Every tool product advertised in POPULAR SCIENCE is guaranteed after 
test and approval by the POPULAR SCIENCE Institute of Standards 


Popular Science 


MONTHLY 


250 Fourth Avenue, New York 
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239 West 39th Street, 
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“Color in the Home Issue” 


Publication Date—Feb. 9, 1928 


We are witnessing a remarkable renaissance in contemporary taste, re- 
flected dramatically by the movement for an increasing use of color in the 
kitchen and living room. Without retracing the genesis of this startling cur- 
rent trend, it is obvious that it is satisfying a profound hunger for a more 
varied and polychromatic background of living. 


It is a tribute to the acuity and intelligence of manufacturers that they 
have seized upon the expansive selling opportunity presented by this demand 
for colorful kitchen and household equipment and are energetically exploit- 
ing it. 

The hardware merchant will undoubtedly enjoy the largest benefit from 
this movement as he represents the most influential outlet for all kitchen and 
household merchandise which lends itself to a colorful treatment. 


A special cooperative effort in the form of a “Color in the Home Issue” 
will be published by Hardware Age, February 9, 1928. It will consist pri- 
marily of an insert printed in four colors—red, blue, green, yellow—and 
black, on heavy, coated stock. All phases of the color in the home move- 
ment will be treated editorially, and generously illustrated. It will seek to 
cement definitely the opportunity offered hardware merchants. 


Manufacturers are cordially invited to join in this effort. Space is avail- 
able for 24 manufacturers, enabling them to reproduce their merchandise in 
color on insert stock. 


A printed dummy of the editorial section will be mailed to you upon re- 
quest, or if you prefer, a representative will call with it and assist in plan- 
ning your advertisement. 


Advertising Forms Close January 20. ,We recommend that you give 
this issue prompt consideration to enable us to satisfactorily care for your 
requirements, Wire’ your reservation collect. 

. Rates for Advertising in Color Insert 


$300 per page, including any two of the designated four colors, in 
addition to black. 


$350 per page, including any three of the four colors, in addition 
to black. 


HARDWARE AGE 
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PEMBERWICK, CONN. 1845 


Gy, old plant at Pemberwick, Conn., 

the biethplace of the Russell, Burdsall 
& Ward Bolt & Nut Company. The bigh 
traditions of honesty and fair dealing 
with workman at with customer, fostered 
in this old factory, have been passed on to 
the enormous factories shown below at 
Port Chester, N. Y. and Rock Falls, Lil. 
And they will be the guiding policies of 
RB. & W plants to come. 




































Port Chester, N.Y., Plant 





brief. snace of eighty-two years practically accurate as those of the finest gauge, with heads 


covers the entire span of America’s rise to 
world leadership in the mechanical field. * 


For eighty-two years, Russell, Burdsall & Ward 
have been making a vital and basic part of 
all mechanical construction — bolts and nuts. 


For eighty-two years, the one driving force back 
of this company’s contribution to the progress 


so integrally a part of the bolt that they cannot 
be broken off, and with a tensile strength always 
in excess of 80,000 Ibs. 


Manufa&urers interested in increasing the strength 
of their products may have samples for testing. 


RUSSELL, BURDSALL & WARD 
BOLT & NUT COMPANY 


of civilization has been the constant urge to | 
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better the product. Factories ‘ , 
Today the Empire New Process Bolt is the re- PORT CHESTER,N.Y ROCK FALLS, ILL. ie ae 

markable result of that policy,—a bolt of Sales Offices Rock Falls Ill., Plant | 
unvarying uniformity, though manufactured in Chicago Detroit Seattle San Francisco ? 

million lots, with threads as microscopically Portland Los Angeles o 4 





EMPIRE BOLTS 












THE BOLT THAT HAS CHANGED 
THE WORLD'S STANDARDS 
OF BOLT PERFORMANCE, 
AND THEREBY GREATLY 
INCREASED THE FACTOR OF 
STRENGTH AND ACCURACY 
IN ALL MANUFACTURED 
PRODUCTS USING IT 


This advertisement also appears in THE SATURDAY EvENING Post 
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What You Get ina 


STUDEBAKER. 
%-Ton Delivery Car for $1195 


Stamina and Reliability 


A Delivery Car of remarkable stamina and reliability as demonstrated 
at the Atlantic City Speedway when a car using essentially the same 
chassis and the same power plant covered 1483 miles in 24 hours (total 
elapsed time), averaging 61.795 miles per hour. 


Abundant Six-cylinder Power 


This advanced type of delivery unit is powered with a Studebaker six- 
cylinder motor having an S.A.E. rating of 27.3 horsepower which is 
more than any other *%4-ton delivery car built. 


Four-wheel Brakes 


It has four-wheel brakes, giving one-inch of braking surface to every 
6.41 pounds of chassis weight. (Other 34-ton delivery cars average ap- 
proximately one inch to every 12 pounds.) 


Extra Loading Space 


The body is specially designed for good appearance plus utility. Back of 
the driver’s seat the dimensions are 77 inches long and 51 inches high 
which, with the exceptional width of 54 inches, gives a loading space of 
123.9 cubic feet. With the jumper’s seat removed 40 inches more loading 
space is acquired, giving a total of 117 inches from toe board to tail gate. 
Built-in wheel housings and a sub-frame of new design allow for larger 
capacity, yet retain the low roof line. 


Quality Throughout 
Rugged construction—scientific bracings—moisture-proof interior— 
sheet steel exterior—nonr-rattling, non-rumbling body—close fitting 
doors—good vision—comfortable cab—tool box under seat—complete 
equipment. All indicate the completeness of this modern delivery car. 


Its clean cut lines, beautiful lacquer finish in attractive colors with 
contrasting black enamel fenders and dust apron, gleaming nickel ra- 
diator shell and lamp rims, all combine to give this delivery car that 

undefinable something commonly called Class. 
In the purchase of a Studebaker 34-Ton Delivery 
Car, you not only buy a practical de- 
livery unit mounted on a proved 
chassis but you are ob- 
taining an_ excellent 
advertisement which 
immediately identifies 
your establishment as 
a house of quality. 
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Pris Di Pati SL Lei a 


A Delivery Car that Advertises Your 
Business on Every Street in Town 


Studebaker engineers established a decidedly new style in de- 
livery equipment when they produced the Studebaker 34-ton De- 
livery Car. : 

NEW in the sense that the chassis embodies the latest mechan- 
ical refinements that made possible covering 24 hours’ continuous 
running at better than mile-a-minute speed—in a recent test at the 
Atlantic City Speedway. Definite proof of endurance which means 
lower upkeep in delivery service! 

NEW in point of body construction including a low roof line, 
low loading platform, built in wheel housings giving 6 inches greater 
width and the largest cubic loading capacity of any *4-ton, 6-cylinder 
delivery car built. 

NEW in that its distinctiveness is of material advertising value. 
It is the type of delivery car that lends prestige to the concern it 
represents. Because it reflects quality to the hundreds who see it 
on the streets, it offers unlimited advertising value at no extra cost 
to the owner. 
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Get Set for a Greater Demand than Ever 

















Orper your stock of 
Carborundum No. 57 
Files now—from your 
jobber or direct. 

National Advertising 
in leading farm papers 
is helping to put this 
handiest of all abrasive 
tools in the hands of 
thousands of farmers 
and gardeners—and of 
course you want to share 
in the sales results. 
Order a dozen or 
two—and later 
© on you will be 
we back for more. 

The No. 57 File retails 
for $1.00 and it certainly 
moves. 

And while you are at 
itmakesureof your sup- 
ply of Aloxite Scythe 
Stones. 


ORDER NOW! 











































THE CARBORUNDUM note al NIAGARA FAL LS, NS: ¥. 
CANADI —— a arma uM Co., Ltp., NIAGARA Facts, ONT. 
Sales Offices and Warehou in New York, Chicago, oP Philade — , Clev eland, Detroit, Cincinnati, 
Pi taba ng Grand Rapids, Milwa 
The Carborundum Co., Ltd., Manchester, Eo oR * sane Ciiiciabiiana Werke, Dusseldorf, Germany 


ALOXITE SCYTHE STONES 
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Help Your Parmers 
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that are noma away under 
barbed wire, through hedge 
and poor woven wire fences! 


FTER receiving, and carefully 
reading the opinions of 17,000 
wa farmers, about the advantages of 
well fenced farms, we realize more 
than ever that fence plays one of 
the most important parts in making and sav- 
ing money on the farm. All of the good ideas 
of these 17,000 farmers have been reprinted 
in 3 books, which aré just off-the-press. No 
dealer can read these without getting out of 
them numerous new sales angles, and no 
farmer can spend his time more profitably 
than to read what good fences mean to him 
in the way of a greatly increased income. 
Each book is brimful of interestingand help- 
ful facts—facts that will help the dealer sell 
more fence, and the farmer make more 
profits from his work. 


Let us send you these 3 books. After read- 
ing them, you’ll want each one of your cus- 
tomers to see them, too. For instance, in one 
of these books, Joseph Zewiske, Fairbank, 
Ia., tells how he increased his corn crop 1100 
bushels on 20 acres. Then there is Bernard 
Vogen, at Rushford, Minn., who tells how he 
saves 5 to 9 bushels of corn per acre with 
hog-tight fence. Claude Huskin, Pecan Gap, 
Texas, speaks of making $35.21 per acre 
profit by hogging down corn. Arthur Tan- 





berg, of Wallace, S. Dak., states that good 
hog-tight fences saved his corn crop. A. E. 
Longenecker of Leonida, Mich., says the 
more fence he has, the more money he makes. 
In an interesting way George B. Heitz, 
Charles City, Iowa, describes how he buys 
fence from feed usually wasted. Then George 
Petry of Hawarden, Iowa, says good fences 
mean $10 to $15 more per acre when selling 
the farm. Eldon C. Lewis, Bladen, Neb., 
claims that good fence almost doubled his 
income. Another interesting report is how it 
cost the Tibbitts’ Farm, North Bend, Wis., 
$409.00 in one year because of poor fences. 


These are only a few of the many ideas the 
3 books contain. You should read them from 
cover to cover—it will be time well spent 
because it helps you and helps your custom- 
ers. These 3 helpful books are sent free to the 
customersof RED BRANDdealers. Thiskind 
of co-operation, together with farm paper ad- 
vertising and various other “‘helps”’ assist our 
dealers in making moreand quicker fence sales. 


If you are interested in making your 
farmers more successful financially, which in 
turn reacts to your own financial gain, we 
would like to have you write us, providing 
there is no RED BRAND dealer in your 
community. 


KEYSTONE STEEL & WIRE CO., PEORIA, ILLINOIS 
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There is a 
Maydole for 


every man. 


in every trade 


Hammers are their most-used tools. 
It pays to sell a man a genuine 
Maydole, ‘the hammer that. three 
generations of American crafts- 
men know as the standard of 
honest value. 


Your jobber can supply you with 
standard assortments or any styles 
and weights. The Maydole line is 
complete. 


Write us for Catalog and display 


material. 


May HAMM rv ole 


Ee end 


The David Maydole Hammer Co.,Norwich.NY 
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No. 192 Steel Rotary Bolt Deadlock 
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Yale No. 192 Deadlock 
Display Block 













For the Customer who wants Extra Security 


This is a good time of year to make a special drive on deadlocks to 
the customer who wants extra security. We recommend the Yale 
. No. 192 Steel Rotary Bolt Deadlock for demonstration. 





Padiocks, Auxiliary Rim Locks, 
Trunk Locks, Door Closers, Bank Locks, Prison Locks 
















Here is a paragraph about the No. 192 
taken from our forthcoming national 
advertisements: 


“The Yale No. 192 Steel Rotary Bolt Deadlock— 
interlocking door and jamb together.Here is super- 
protection, concentrated strength, unusual secu- 
rity. Its massive 4 inch bolt of solid hardened 
steel is a sturdy defense against the pressure of the 
jimmy. Solid brass case—sells at $5.50 each.” 


Good copy to talk up. A good lock to display. We 
furnish descriptive folders for counter use and mail- 
ing. Also, the attractive display block shown here. 
If you have this lock in stock, now is the time to 
push it. If not, now is the time to order. 


The Yale & Towne Mfg. Co., Stamford, Conn., U. S. A. 


Canadian Branch at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 
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Builders’ Locks and Trim, Cabinet Locks, 
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He’s Satisfied With His Profits 


HERE’S always a smile of satisfac- 

tion when a merchant totals his 
sales for the year and finds his busi- 
ness on a good, sound, profit paying 
basis. 


He keeps abreast of the times and watches what other 
merchants are doing. He pays strict attention to his 
window displays and makes frequent changes to keep 
customers interested. 


He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are suc- 
cessful because they study and adopt the ideas and 
suggestions that have built success for others. 


These merchants are usually readers of 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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Let the Old Gardener 
Work for You This Spring 


HE famous Old Gardener 

behind a PENNSYLVANIA 
Mower will be featured throughout 
our big spring National Advertis- 
ing campaign this year. 


He will tell the thousands of mower 
prospects who read the leading mag- 
azines to buy at the store that dis- 
plays a LIFE-SIZE full-color 
mounted reproduction of himself be- 
hind an actual PENNSYLVANIA 


Quality Mower, as pictured on this 
page. 

If you want to tie up your store with 
this result-getting National Adver- 
tising, write us promptly to reserve 
one of these striking window or 
store displays for you. Be sure to 
mention in your letter your jobber’s 
name and the names of the PENN- 
SYLVANIA brands you carry, so 
that we can also send you a special 
package of effective dealer helps. 


PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd St. Philadelphia, Pa. 


PENNSYLVANIA 


Quality 
LAWN MOWERS 
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Made From 
Full Gauge 








Open Hearth Steel 








Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered a 
necessity. 


Most people used to figure that the cheaper painted brands were good 
enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


One of the most durable and satisfactory brands of Screen Wire 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire is 
drawn in our own mills. Every process in the manufacture of 


GRA Y-WICK 


is under our expert supervision. 


Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire cloth. 


GRAY-WICK is also attractive—its soft pleasing Gray color wins 
customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. You cannot sell a better steel wire cloth. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 

Wickwire Bronze 


Your jobber will supply you 














12 Mesh, No. 
14 Mesh, No. 
16 Mesh, No. 

No. 
18 Mesh, No. 









Gray-Wick 
may cost 
a little 


more, 
but— 
It is 
worth 
it. 


33 gauge each way 
33 gauge each way 
33 gauge filler 
34 gauge warp 
34 gauge each way 
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PERFECT 
TEMPER 


Kan 
The Best Known 
and Known as 


THE BEST 











Kelly Pattern Broad Axe 


ADZES—BROAD AXES—BUSH HOOKS—MADE IN ALL STANDARD PATTERNS AND SIZES 


ALL 
KELLY TOOLS 
ARE | 
SCIENTIFICALLY DESIGNED 
TO GIVE THE BEST SERVICE 
FOR THE INTENDED USE 


Kelly Axe & Tool Co., Inc., Charleston, W. Va., U.S. A. 
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A Satisfied Customer 


Soon Forgets the 
Cost of a Lock 


When a lock performs its work 
day in and day out without 
trouble, the customer’s pleasure 


soon makes him forget the cost. 


Eagle High Grade Locks give 
that satisfaction, thus pleasing 


you as well as your customer. 


The Eagle Quality Line 


Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 

Wood Screws 


Eagle Lock Co. 
General Sales Office 
cea.mu.s.patoe 26 Warren St., New York  segmu.srat.or. 


Branches: 

521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Il. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 














Wing Nuts- Thumb Screws 


Ww 


8 Patterns—33 Sizes 





ini 


3 Patterns—85 Sizes 


Complete stocks always available for 
immediate shipment. Send for a 
copy of catalogue No. 9 and you can 
quickly order your requirements 
direct from your Jobber. 


“= MALLEABLES 


48 Years of Quality & Service 
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When hammer users see.the 
Cheney Nailer with its new and 
wonderfully handy nail-holding 
feature, they’re sold on it from 
the start. 


The convenience of placing the 
nail with their first blow appeals 
to men—the Cheney Nailer holds 
and sets any nail up to 30 penny 
and the weight of the hammer 
releases the nail at once. Men 
appreciate the time and labor 
saving effected by their ability 
to place nails with the Cheney 
Nailer high above their ordinary 
two-hand reach. 


But, a glance at the Cheney Nailer 
tells the whole story. And to men 
who know and use hammers, a 
glance is enough. Your increased 
hammer sales will show you that. 


106-110 LCAFAY ETTE ST. NEW VORK. CiTy 
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One of a series of the 
Armstrong ads. 





Continually Sending 


Customers to You 


The Armstrong idea of merchandising is 
to first make the best Pipe Tools possible. 


Next to create a wide demand for them 
by consistent advertising in mediums read 
by the different classes of mechanics whose 
work requires such tools. 


And always to so word advertisements 
that customers will realize the time sav- 
ing advantages of buying GENUINE 
ARMSTRONG Pipe Tools from the 
nearest dealer instead of writing to the 
factory. 


Obviously we regard our reputation too 
highly to ever slight the Quality. As we 
protect the Jobber, please ask your Jobber 
to supply you. 


The ARMSTRONG MFG. = | 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 





MCRONG’ 


RM /ATER,GAS “"© STEAM FITTERS’ 
AND THREADING MACHINES 
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ALL TORCHES AND FURNACES 
ARE NOT ALIKE—INSIST 


ON THE 
“ALWAYS RELIABLE” 


Made in all grades—from the lowest 
priced to the best. 


FULLY GUARANTEED 


Order thru your regular jobber or mail your 
order to us with the name of your regular 
jobber. 

OTTO BERNZ CO. INC. 


Newark, N. J. 
Established 1876 
Stocks in Newark, N. J., New York City, Chicago, and San 
Francisco, 
Offices in Newark, N. J., New York City, Fort Worth, Denver, 
Helena, Mont., San Francisco, Los Angeles, Seattle, and 
St. Thomas, Ont. 





FOR 64 YEARS A NAME REPRESENTING 


Quality and 
Service 


Cw 


Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 
GW 


OLIVER IRON AND STEEL CORP. 
Pittsburgh, Pa. 
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Swedish 
Pansar 
Files 









PANSAR 
Flexible Circular 
Blades Cut 
Tanged 
Half-Round 
Bastard Fully 
Smooth Guaranteed 


We carry a full line of files, chisels and pliers 
Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 


107-109 Lafayette St., New York, N. Y. 


Minneapolis, Minn., 304 Railway Exchange Bldg., Montreal, Can. 
Seattle, Wash. 














Bores Any Arc 


of a Circle Many 


New Uses 


_The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 

























FORSTNER 


Labor Saving 


AUGER BIT 
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Chisel 


Pipe 
Wrench 


Or dginal 
Snip 
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You can assure your customers that if “it’s a 

- PEXTO” you have sold them a tool that is of 

highest quality, fully guaranteed as to work- 

manship and material and a tool that is de- 

signed to do properly the work for which it is 
intended. 


The PEXTO line covers a great variety of 
Mechanics Hand Tools, and if you do not have 
our No. 26T Catalog on your desk or in your file 
we would be glad to furnish you with one. 






Drawknife 





Expansion 
Bit 


The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 


Worth While Cools 








No.30 


Pliers 
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“It Paid for Itself in 30 Days” 





No. 800 . 
sah asaieeees 
* way” 


Operated by Hand or Power 





Said a Dealer Who Cut Only 10 Keys Per Day 


Suppose you installa Segal Rectifying Key Cutter and cut 
only ten Keys per day. Figure Your Profit. 


IS TT oo ccd bce. scaece cosewecewsseceees $2.50 
PORE NE ARIE NS ics ois o-oo 0 00's 0c win 00d we ciate 60 
PE ES TIN 5.5 5 Tiss 55:9 6.0 Were 5. Hains ws Coe we $1.90 
J a 2 SSS See ae ee $57.00 
Cost of No. 800 Key Cutter, $46.25 less 2% for prompt pay- 
BEES shG s06u 5G suns RemeWewi re 6 S'rdes s 0400 bese neseceeeene 45.33 
oho Ng a eee $11.67 


You now own the machine. It has paid for itself in 30 days plus a 
profit. On the basis of cutting ten keys a day it will earn each 
month more than its original cost. 

We have figured on a basis of only ten keys per day. Many dealers 
using our machines cut anywhere from 50 to 250 keys daily. It cuts 
all kinds of flat and cylinder keys. Send for our booklet. 





Our Key Cutter is fully up to the standard of our 
famous 


JIMMY- SEGAL LOCK No. 666 


endorsed by Burglery Insurance Companies every- 
where. Protects millions. Never been Jimmied. 




















Shelby 





Write today for 
The New Catalog and Prices on these and the 


many other articles of Builders Hardware included in 


The SHELBY Line 


MANUFACTURED BY 
The Shelby Spring Hinge Company 





Ohio 


—~€ 
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COES 
All Steel Wrench 


SS E 
Hee 


Sizes 
6” to 21” 


Men Judge Your Store by the Tools 


If poor quality tools are displayed in your window, the sidewalk may be as 
near to a sale as customers will get. 


The name COES on a Wrench is an invitation to enter your store and 
select the size wrench desired. Think it over. 


Leading jobbers carry the COES line. 


COES WRENCH COMPANY 


“In business since 1841” 


Worcester Mass. Be y 
our yarova"e 





atalop} Buye's 
ara 





5. G. aCCaey BG. Sic ices 253 Broadway, New York 5. cle 
Selling Agents John H. Graham & Co....... 113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 
Fenwick Freres................. 8 Rue de Rocroy, Paris, France 














CORBIN 
Wood Screws 
Drive Screws 
Ceach Serews 
Machine Serews 
Set Screws 
Cap Screws 
Saw Screws ° 
Reeiner Chan UNIFORM QUALITY and ADEQUATE STOCK 
Safety Chain 
Farnsce Chain The CORBIN SCREW CORPORATION 





The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohie 
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Another Good Number 


in The WORTHINGTON LINE 








CA 





_ OKnife~~Ball-Bearing 
This is the best mower that we know of for the average home. It 
is very unusual to get a mower of this high quality at such a low price. 


By the Way — | 


HAT value do you place on your 
Lawn Mower Business? Does it 
pay you for the required attention and in- 
vestment? Have you not sometimes felt 
that you ought to double or treble your 
business, still never seemed able to make 


any progress? 


The George Worthington Company 
offers you a plan that will make Lawn 
Mowers one of your interesting and best 
paying lines; a plan with the guesswork 
taken out; a genuine business builder. 
Here it is in brief: 


(1) 4 COMPLETE LINE OF THE 
FINEST MOWERS MADE IN 
AMERICA—You will agree that it 
takes more than simply a “stock” of Lawn 
Mowers to build a mower business. 


(2) WE HAVE A QUALITY 
LINE—You can’t get away from it; a 
satisfied customer is and always will 
be the dealer’s greatest asset, and his best 
advertising medium. Our line includes 


the famous P/Q Pennsylvania Quality 
full line—known throughout the world 
for its high standard of excellence. 


(3) WORTHINGTON SERVICE 
—Our plan would not be complete with- 
out including the Worthington Service: 


(a) Tremendous stocks — always at 
your elbow—no losing sales just when the 
rush hits you. 


(b) Exclusive Agency arrangements 
to guard you against next door competi- 
tion. 


(c) P/Q Pennsylvania Sales Helps, - 
Window Trims, etc., have always been of 
such high class as to be the envy of com- 
petitors. This service is given year after 
year without cost to P/Q customers. 


How does our plan strike you? It is 
bringing wonderful results elsewhere. 
Let us also help you in building up a 
profitable lawn mower business. 


THE GEO. WORTHINGTON CO. 


ESTABLISHED 1829 


CLEVELAND 


OHIO 
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Window ‘display by the McCabe Dry Goods Co., Rock Island, Il. 


Make YOUR Store “Quality Headquarters” 


peer Maine to California progressive 
merchants are making window displays 
of products advertised in—and guaranteed 
by—Good Housekeeping. They are pro- 
fiting by the confidence most women have 
in Good Housekeeping’s policy of admit- 
ting only worthwhile merchandise to its 
advertising pages. They are turning this 
confidence into sales and good-will. 


Why not make your store quality head- 
quarters, too? Be the first in your town to 
back your merchandise with the guaranty 
of a national authority women depend on. 
Make Good Housekeeping a drawing card 
for new business. 


You can do it easily. Simply check your 
stock against Good Housekeeping’s adver- 
tising pages. See how many of these gua- 
ranteed items you already carry. Then 
feature them in your windows and on 
your shelves. Good Housekeeping will 
supply you with window cards as illus- 
trated in this window—free. 


If you don’t believe the idea works, make 
this test the next time a customer hesitates 
over an article you know Good House- 
keeping advertises. Merely end your sales 
talk by telling her: ‘This is guaranteed by 
Good Housekeeping.” See how confidence 
makes good-will and good business. 


GOOD HOUSEKEEPING 


119 West 40th Street 


New York City 
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Hard Steel 
Stands Up 


The harder the quality of 
steel used in making nails 
the better they are+ + + and 
this fact accounts for the 
outstanding superiority of 
American Steel 8 Wire 
Company’s nails. 

Examine one of our nails. 
Note its clean, sharp point, 
the firm set head show- 
ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- 
ing according to the work 


for which intended. 
American Steel & Wire Co. 


SALES OFFICES 
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CHICAGO - 208 So. La Salle Street SALT aaxe cITY = Bank pete. 
c ‘iD - as | NEW YORK Church Stree 
- Foot First Street BOSTON - - - - - Statler Bldg. 
CINCINNAY - Union Tres Building PITTSBURGH - - Frick Bldg. 
MINNEAPOLIS—ST. PAUL PHILADELPHIA - Widener Building 
Merchants Nat'l Bank Bidg., St. Paul ATLANTA - - 101 Marietta Street 
8ST. LOUIS 506 Olive Street WORCESTER - 94 Grove Street 
KANSAS CITY - “417 Grand Avenue BALTIMORE - 32 So. — St. 
OKLAHOMA CITY BUFFALO 676 Ellicott Street 
- First Natl. “Bank ‘Bldg. WILKES-BARRE - Miners Bank Bldg. 
BIRMINGHAM Brown-Marx Bidg. *SAN FRANCISCO - Russ Bldg. 
MEMPHIS - - - - - = = *LOS ANGELES 2087 E. Slauson Ave. 
- oe and Planters Bank Bidg. *PORTLAND - 6th & Alder Sts. 
DALLA Praetorian Building *SEATTLE (4th Ave. So., & Conn. Sts. 


DENVER - First National Bank Bldg, *United States Steel Products Co. 
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Jack Frost Boosts 
Sani-Can Sales 


People buy Sani-Cans to avoid those dreaded trips 
to the outside garbage pail. 


Added to the cold weather urge, they buy because Sani- 
Can is the tightest, best-looking, most attractively col- 
ored, handiest and most durable receiver for the money. 
It’s the kind of receiver demanded for the modern kitchen, 
bath and nursery. It’s the kind that hospitals, doctors 
and dentists choose. It’s a quality receiver at a modest 
price. That is why it so readily sells. That is why there 
is big profit in it. Once seen and tried, nothing else will 
do. 
Get a Sample Sani-Can 

Your choice of China White, French Grey, Mandarin Red, am 
Green, Delft Blue, Canary Yellow. All “Press-Toe” pedal o 

ated. Slight pressure of the toe raises and lowers the tight- Gtting 
lid. With the Sani- Can sample will come full information about 


Sani-Can “Junior” to enthuse price seekers, and Hydawaste 
Baskets manufactured by 


SANITARY RECEIVER CO., Inc. 
Dunkirk, N. Y. 
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Why a Wagner Fan? 


gp emene the turnover of Wagner Fans 
is unusually rapid, you need never lose 


sales because of insufficient supply. The 
Wagner Service from Branch Stocks is — ‘Fairmocoourr 
prompt and reliable. 


24 Wagner Service Stations throughout 
the country are located so that one right 
in your territory stands ready in emergency 
to serve your slightest or greatest need for 
either alternating - or direct - current types. 


Breeze Direction Control FAIR WEATHER 


Without moving the base of the fan, the air current from any a 
Wagner Fan can be directed up or down by tilting the fan. 
Locking the fan in any desired position is accomplished by cy 
a winged screw nut. On the 12- and 16-inch Wagner Fans, 

automatic oscillation shifts the breeze to the right or left though 


the base is screwed fast. Ninety or forty-five degrees is the 
convenient control of this arc of oscillation. COOL BREEZE 


ee ass 


MOTORS TRANSFORMERS 
Single-phase, Polyphase and Power, Distribution and Desk, Wall and 
Fynn-Weichsel Motors Instrument Ceiling types 


WAGNER ELECTRIC CORPORATION ... 6400 Plymouth Avenue, St. Louis, U. S. A. 


61-6238-1 

















Wagner... 





National Motor Service 


AGNER Products are sold by 24 

Wagner Branch Offices and Service 
Stations and by authorized Wagner distribu- 
tors and dealers. 


Wagner Dealers are selected first, for their 
standing in the community in which they are 
located, and next, for their ability to provide 
their communities with a service of real 
economic value. 


Wagner Products are good products and 
Wagner Dealers are firms who have the 
reputation of selling only the best and of 
being able to furnish full electrical service to 
their customers. 

The Wagner Electric Corporation will be 


pleased to explain its Dealer Plan to firms 
which meet these specifications. 





Products: MOTORS .. . Single-phase, Polyphase and Fynn-Weichsel Motors 


TRANSFORMERS .. . Power, Distribution and Instrument 
FANS ... Desk, Wall and Ceiling types 





WAGNER ELECTRIC CORPORATION — 6400 Plymouth Avenue, St. Louis, U. S. A. 


61-6238-1 
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435—Wall Paint Brush. Long Black 


ized in hard rubber—nickeled ferrules. 
Sizes 3” to 5” widths. 





SPEED UP 
YOUR BRUSH SALES 
AND PROFITS 


The Osborn line of Paint and Var- 
nish Brushesenjoysasteadily growing 
market. Make your expectations for 
liberal profits and fast turnover a 
certainty by stocking the Osborn line. 


Osborn’s manufacturing policy cen- 
ters around a constant effort to im- 
part unusual qualities of utility and 
long wear at the lowest commensu- 
rate price. There is a type and size 
for every purpose—each specially de- 
signed and built for the job. 


THE OSBORN MANUFALTURING LOMPANY 


5401 Hamilton Ave. Cleveland, Ohio 


Branch Offices 


New York Detroit Chicago 
San Francisco Los Angeles 


China Bristle, heavily filled and vulcan- * 

















444 — Flat Varnish 
Brush. Black China 
Bristle, vulcanized in 
hard rubber—chiseled. 
Tin ferrules. A handy 
brush for general use. 
Sizes 1” to 4” widths. 


401 — Flat Varnish 
Brush, Black China 
Bristle, vulcanized in 
hard rubber, triple 
thick, chiseled. Nick- 
eled ferrules — cherry 
handles. A popular 
high-grade brush. 


441 —Oval Paint or 
Varnish Brush. Black 
China Bristle, vulcan- 
ized in hard rubber— 
chiseled. Nickeled fer- 
rules. Sizes 1%” to 
2%” diameter. 





456—Oval Sash Tool, 
Black China Bristle, 
chiseled, vulcanized 
in hard rubber, seam- 
less nickeled ferrules, 
polished handles. Sizes 
Y%" to 14” wide. 





A BETTER WEARING BRUSH FOR EVERY USE 
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Atkins Brings The Saw User~ 
INTO YOUR STORE 














CARPENTER CUSTOMERS COME IN 
COUNTLESS NUMBERS TO PURCHASE 
ATKINS SILVER STEEL SAWS | 


Hundreds of first class hardware merchants 
throughout the United States and Canada have 
cashed in on Atkins SILVER STEEL SAW DEM- 


ONSTRATIONS. 


WHY NOT YOU? 


Send for our plan to increase your sales of Atkins 
Saws, Saw Tools and Saw Specialties. 


START THE NEW YEAR RIGHT. 
We will back you to increase your Atkins’ Saw and 
Tool profits in 1928. WILL YOU GIVE US A 
CHANCE? 
Only Atkins dealers can share in this profitable 
business. 


Full details sent upon request. 


A be 

















E. C. ATKINS & COMPANY 


The Silver Steel Saw People 
Home Office and Factory: Canadian Factory: 
Indianapolis, Ind. Hamilton, Ont. 
Portland 


ESTABLISHED 1857 
Machine Knife Factory: 


Lancaster, N. Y. 
Atlanta 
Chicago Paris, France New Orleans Vancouver, B. C. San Francisco 
New York Seattle 


Memphis 


Minneapolis 
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A: Happy 
| ' New Year 


to the readers of 
Hardware Age and 
best wishes for a 
bis hardware year. 











HARDWARE AGE for JANUARY 5, 1928 











TRADE WINDS 


- By Llew S. Soule 











N the threshold of a new year, when good 
O resolutions are the order of the day, our 

minds turn toward those factors which make 
for or against business betterment. 

We have been passing through an era marked by 
a tremendous distribution of merchandise and an 
appalling lack of profits. Goods have been manu- 
factured, distributed and sold along the lines which 
spelled reasonable profits fust a few years ago, but 
which now appear to have lost much of their profit- 
making facilities. Something has gone wrong with 
the machinery. We seem to have reached the stage 
where men say: “It isn’t the first cost, but the up- 
keep.” 

Can it be that the old business machine is out of 
date? Was it designed to fit certain conditions which 
have ceased to exist? Is there a lesson for us in the 
fact that horse-drawn vehicles are seldom seen on 
our highways today? Is transportation doomed be- 
cause the horse and buggy are too slow for the times 
in which we live? 

To our way of thinking, the farmer who now 
drives his car to town in half an hour, where it for- 
merly took three hours behind a horse, is merely 
displaying sound common sense. The merchant who 
continues trying to reach his market in an out-of- 
date machine can take a lesson from his farmer 
friend. 

If a group of men were joint owners of an auto- 
mobile, you would not think much of their judg- 
ment if each one attempted to operate that car on 
his own brand of home-made gasoline. You would 
probably suggest somewhat sarcastically that they 
pool their interests and buy a standard type of motor 
fuel. 

You are undoubtedly willing to concede that the 
hardware industry as a whole is a business machine 
in which each factor of the industry has an interest. 
Yet—there are thousands of firms connected with 
that industry which are trying to operate individu- 
ally; trying to buck every collective problem single 
handed and alone; following trails instead of high- 
ways. 

Cooperation is the key to success. Two men of 


BE IT RESOLVED 


equal strength pulling in opposite directions can 
never get anywhere. Only when they pull together 
can they accomplish anything. Realizing this, there 
has been set up in the hardware industry a coopera- 
tive organization known as the Hardware Council 
designed to find out what is wrong with the indus- 
try as a whole, and to suggest to the three factors 
of that industry the things which they should do to 
make it function properly. It is a council of business 
physicians diagnosing an illness. Its function is to 
locate the causes of disease and suggest remedies. It 
cannot force any one to take the medicine it pre- 
scribes. It can only say, “This will help you if you 
follow directions.” The rest is up to the individual. 

The men who comprise the Hardware Council are 
picked men, men of proved ability and leaders in 
their branch of the industry. They are serving with- 
out pay; giving their time and the benefit of their 
thought and experience. In their printed report they 
have listed the causes for the present lack of rea- 
sonable profit and have made wise suggestions to 
remedy the evil. Hundreds of progressive merchants. 
jobbers and manufacturers are now following that 
advice; unfortunately others—too many of them— 
are still trying out home-made remedies. 

If the hardware industry as a whole will follow 
the clear-cut suggestions of the Hardware Council 
and wholeheartedly get behind its efforts, the hard- 
ware business in 1928 will show a decided improve- 
ment. There will be more profits and less expense. 
But the Hardware Council alone cannot bring pros- 
perity to the hardware industry collectively, or to 
you individually. There must be individual and 
collective effort along the lines it has advised, and 
will continue to advise. 

We, therefore, respectfully suggest that every 
member of the hardware industry, be he manufac- 
turer, jobber or retail merchant, start his New Year 
resolutions as follows: 

Be It Resolved, that from this time on we will 
cooperate to the full extent of our ability in every 
effort to better conditions in the hardware industry. 


THEN KEEP THAT RESOLUTION. 






_ oa ¥ * : 
Ee ee ae ee ee ee 


» 
| 
: 
i 
i 
id 























46 HARDWARE 


AGE for JANUARY 5, 1928 











Pritts 
soeebbbbb 





Fy, 





> cogees peces mew 
‘ | ¢ 2 = 
’ 


‘1 
‘ o aa 
pees reeets, s - # 
3 ’ 

















Sells Quality Tools at Full Prices 


Cost of Improving Tool Displays Quickly Paid for 
by Additional Sales—W. H. Lazarus Co., Charleston, 
S. C., Has Own Chest of Tools Selected from Record 
of Local Demand—All Items Visibly Price Marked. 


IFTY years ago the firm of W. H. Lazarus Co. 
established a retail hardware business in the historic 
city of Charleston, S.C. In those days a hardware 

store stocked strictly hardware lines, which included tools, 
nails, wire products, implements and a few housewares. 
Tools were the mainstay and are today the backbone of 
the hardware business. In this particular store, tools 
have at the present time a most prominent location and 
receive very special display and sales attention under the 
direction of President J. Betts Simmons, who has. been 
identified with the store for thirty-seven years. 

About two years ago Mr. Simmons decided to panel 
all tools in stock and to use open display fixtures so that 
customers would be reminded of the complete stock of 
quality tools availab!e at the Lazarus store. 


It looked like a big job and a fairly substantial invest- 
ment of money. One panel of w renches cost $27. It was 
the first to be completed. Before installing it on the 
swinging hooks it was placed on the floor against the 
wall drawers. Before the installation was completed the 
cost of paneling was paid for in sales made directly from 
the display board. With this encouraging experience 
Mr. Simmons pushed the completion of the other panels 
and today the front left-hand wall has a series of tool 
panels, which attract immediate attention. 

The paneled displays save much time in selling. It 
has been found that many people wishing a special type 
of wrench will ask for just a “wrench,” necessitating the 
offering of nearly every type in stock until the right one 
is shown. The panel permits the unfamiliar to point to 




















the desired article and see the visible price. The sales- 
man may easily find the stock by looking at the ticket 
under the item. The customer is sure there is only one 
price and is saved the embarrassment of trying to explain 
in an unfamiliar way just what tool is wanted. 
Displaying practically all tools, of course, brings about 
many extra sales to people who come to the store for some 
other purchase. It suggests also the varied stock carried 
and emphasizes the importance of the tool department. 
Two special open display fixtures feature tools directly 
in front of the pane's. These have three shelves and are 
stepped to provide a maximum of display space using a 
minimum of floor space. These particular tables shown 
in the photos measure about 3 ft. by 10 ft., and have 
proved very practicable as sales stimulators. The top 
shelf of one table features a few specials and some cheap 
priced tools. The latter are kept handy largely for com- 
parative purposes. As Mr. Simmons explains it: 
“People are often surprised when they see we have a 
25 cent hammer on sale. They tell us we are always so 
high priced and that they thought only the racket stores 
could provide a 25 cent hammer. We ask them what use 
the hammer will have and how much service is expected. 
Usually the prospect wants a fairly good hammer to have 
in the house. We tell them that there is no special trick 
in selling a cheap hammer but that we prefer to supply 
them with a quality product made by a reputable manu- 
facturer selling at a price consistent with the quality. 
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“The 25 cent hammer is really a bargain, we tell them, 
but will only stand so much service before chipping or 
breaking. Normal use would necessitate the purchase of 
several 25 cent hammers in two years, whereas the single 
purchase of a first-grade tool at $1.50 will give indefinite 
service and of a more satisfactory nature. We urge 
them to feel the-hammer and while few of such pros- 
pects appreciate the fine points of a hand tool, they im- 
mediately sense the balance of the good hammer and 
note the lack of the same balance in the cheaper grade. 
Of course, the customer wishing a cheap hammer for one 
job may be as well served with the 25 cent model, in 
which case we do not press the point. Our experience is, 
however, that the cheaper item for comparison usually 
enables us to sell more of the quality hammers than we 
did without the comparison. It is often the price which 
attracts the first inquiry and then it is up to our selling 
ability to see that the customer is properly sold. 

“We also tell prospects that we have been in business 
fifty years because we have served the community with 
quality merchandise at the right prices. We expect to 
he in business at least another fiftv years and will realize 
that expectation largely by virtue of continuing to fur- 
nish good material at right prices. 

“The story on hammers is repeated in other items. 
For comparison we have a 50 cent saw, 15 cent screw 
driver, 25 cent chisel, ete. 

(Continued on page 96) 














This photo and the one on the opposite page are views of the tool department of W. H. Lazarus Co., 
Charleston, S. C. 
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The Missionary Salesman— 
From the Jobber’s Point of View 


; By Saunders Norvell 


HIS is the day after Christmas—and my ink-well 
is dry. I wonder if -my office boy has spent his 
Christmas bonus! 

* * * 


I had an interesting Christmas menu. Strange to 
say, with each course a different drink was served. Each 
of these drinks has been given an illuminating name. 
With the first course you drank “Jocose.” With the next 
course came “Lachrymose.” Then, a little later in the 
dinner came another drink which must have been rather 
potent! This drink was called “Bellicose.” However, 
the name of the final drink at the end of the long feast 
was the most interesting of all. It was so sentimental ! 
It was “Comatose.” 

* * * 

Well, well, we have all read in Shakespeare of the 
various stages in the life of man. This is the first 
time I ever saw the various stages of a dinner illustrated 
in such an enlightening manner—jocose, lachrymose, 
bellicose, comatose. Merry Xmas!! 


* * * 


Here is a story of a young man whom nature has 
intended for a high-powered salesman: The family 
decided to cut short his visits to their young daughter. 
He was of the “minnow” variety. On Christmas Day, 
however, notwithstanding the very plain intimation that 
he had better seek other fields of endeavor, he rang up 
his sweetheart. Unluckily for him, the mother answered. 
After accepting his wish for a Merry Christmas, the 
mother said to the young Lothario: “Didn’t I tell you 
I did not wish you to call on Mignonette any more?” 
“Yes, I know that,” said the young swain, “but I just 
telephoned to inquire if I could not call on you!” 


* * * 


My recent article on missionaries was written from the 
viewpoint of the manufacturer. That article simply out- 
lined views expressed to me by some of my manufac- 
turing friends. It was expected that it would start an 
argument. It is a curious fact that we have received 
almost fifty letters from retail dealers on the subject. 
Just about half of these letters are in favor of the mis- 
sionary salesman and the other half state that they do not 


need him. 
kk x 


Now, among several letters received from jobbers, I 
have one that goes into the problem at some length from 
the jobber’s standpoint. This letter is well worth read- 
ing and, with the consent of the writer, 1 herewith 
reproduce it verbatim: 


I have read with interest your article in the Dec. 22 issue of 
HarpwareE AGE concerning missionary salesmen. 

Your long experience eminently qualifies you to write intelli- 
gently on this subject and your summary of the causes leading 
up to the present-day extravagant use of missionary salesmen 


is no doubt correct. I think, however, that the responsibility 
for this unnecessary expense of distribution should not be laid 
at the door of the wholesaler. 

As you have written the impressions gained from interviews 
with manufacturers only, I feel in justice to the wholesalers 
and the retailers of the country that their views should also 
be considered. 

In discussing the use of missionaries, I believe it is necessary 
to differentiate very clearly between established staple lines, 
where the demand is more or less constant, and new goods, 
specialties, luxuries and semi-luxuries, etc., where the demand 
must be created or can be increased through intensive selling 
effort. 

Isn’t it a fact, Mr. Norvell, that when we get right down to 
bedrock fundamentals, missionary salesmen are employed by 
manufacturers of established staple lines simply because their 
competitors do so and that if it were legally possible for com- 
peting manufacturers to agree to discontinue the use of their 
missionary salesmen they would be both willing and anxious 
to do so? 

In other words, Mr. Norvell, in the sale of established staple 
lines, the volume of consumption is fairly definitely fixed and 
the use of missionary salesmen by competing manufacturers 
does not increase the volume of the line as a whole nor of the 
individual manufacturers unless one particular manufacturer has 
an exceptionally large and especially well-trained force of mis- 
sionaries who are able to take business away from the other 
manufacturers of the line. 

As a general rule, under such circumstances the other manu- 
facturers either employ additional missionaries or take some 
other means of increasing their volume so the net result is the 
some as though no missionaries had been employed. 

A few years ago, Mr. Norvell, I was in a hotel where a con- 
vention of The Casket Manufacturers’ Association was being 
held. I .found the walls decorated with the slogan—“Cutting 
the Prices of Caskets Does Not Increase the Death Rate,” and 
I think we will have to admit this statement is absolutely sound 
and logical. 

Is it not equally applicable to the subject under discussion, 
or does increasing the number of missionaries increase the 
volume of established staple lines? 

The Hardware Council, composed of manufacturers, whole- 
salers and retailers, after very thorough investigation, stated 
that the use of missionary salesmen was one of the causes of the 
increased cost of hardware distribution and recommended a 
reduction in the number of missionary salesmen, thus saving 
the expense of duplication of effort. 

Mr. H. P. Sheets, Secretary of The National Retail Hard- 
ware Association, in an address at Atlantic City during the 
convention of The National Hardware Association, stated: 

“A recent study of a $70,000 business developed the rather 
astonishing information that 10 salesmen call on the owner 
every week; that other salesmen from whom he buys call at 
least 450 times during the year and that in the same period 
he has another 450 calls from salesmen from whom he does 
no buying. This makes a total of more than 1400 calls— 
just a little less than 5 calls every business day. 

“Averaged at 20 minutes and 15 minutes, these calls con- 
sume approximately 55 days of 8 hours each, or almost one- 
fifth of the deaier’s working time. 

“The thought at once arises as to whether any dealer can 
productively devote so much of his time to salesmen and 
whether hardware distribution is not burdened with an un- 
necessarily large expense from this source. 
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“Tt is a problem worthy of the most serious thought of 
wholesalers and manufacturers, as well as retailers.” 

As a matter of fact, hasn’t production increased to such an 
extent that in the stress for volume manufacturers flood the 
country with salesmen and missionaries calling on all classes 
of trade, and is it not true that the wholesaler and the retailer 
are not to blame for this condition? 

If missionary men were sent out by manufacturers only on 
request of wholesalers to assist their regular salesmen, would 
not the number be reduced to a minimum and distribution ex- 
pense be decreased in proportion? 


* * * 


Now, just for contrast, I am reproducing below a 
circular received from a manufacturer who sells goods 
without salesmen, without advertising, without mission- 
aries, without show windows and without dealer helps of 
any kind. This circular has been changed in a few minor 
details to conceal the identity of the concern sending it 
out. The object of reproducing this notice to the trade 
is merely to indicate the difference in two methods of 
distribution—one method with national advertising, with 
dealer helps of all kinds, with regular salesmen and with 
missionary salesmen, and the other method without any 
of these helps but just with a price. 

Here is the circular : 


PRODUCTION 


During the entire year just closing, excepting one week in 
July, we have operated our plant on full time, with full force, 
to full capacity, with an average production of 5000 dozen per 
week. We are closing the year with a low and very clean in- 
ventory, with no job lots, seconds or close-outs to dispose of. 


SALESMEN 


We do not by any means underrate the value, actually the 
necessity, of good salesmen. That we have not employed them 
is due to the fact that we could not at first afford the actual 
cash outlay for salaries and traveling expenses. Our sales staff 
the greater part of 1927 has consisted of just one man who 
combines the duties of sales manager and entire traveling force. 
Uncle Sam’s mail and a liberal use of postage stamps are re- 
sponsible for the greater part of our sales. In the development 
of our business we could not spend money until we earned it. 
Suffice it to say we earned enough to build or buy and install a 
most complete, modern special equipment (very largely auto- 
matic) for lowest cost production. 


RANGE OF STYLES 


Our line is short, but of sufficient range to cover the require- 
ments of big volume distribution with economy of production. 
No “new pattern” is added until we are sure that a continuous 
steady demand for it will warrant large production and large 
distribution. 


PRICES 


Our line covers the great popular price field with very little 
competition. The items are made to sell to the individual user 
or consumer at 25c., 50c., 75c. and $1.00, with a very limited 
number of patterns designed to sell at $1.25 and $1.50. 


DISTRIBUTION 


Our distribution is through recognized and qualified jobbing 
channels. Two hundred jobbers, or more, including many of 
the largest and best jobbing distributors in the United States, 
are handling our line successfully and profitably. Our prices 
to jobbers and from jobbers to dealers are on a basis which in- 
sures to each a better and surer margin of profit with smaller 
investment, than any other line, and to the individual user the 
extreme of service and good value. 


* * * * * * * * 


In our program you pay only for dependable quality merchan- 
dise. Manufacturing overhead is at the lowest ebb and sales 
overhead is negligible. We have no expense for costly (often- 
times extravagant) sales promotion, sales cooperation or win- 


dow display, nor for “high-powered” national advertising. We 

are making and selling “honest-to-goodness” goods without 

frills, useless refinements or extravagances of any kind. Our 

customers stick with us and seem to like our ways of doing 

business, and many of them are not backward in telling us so. 
‘Hee 


Now I am wondering how many jobbers are buying 
both lines—one the advertised, salesman-pushed line and 
this other line sold on price only. I am also wondering 
—and this I intend to find out—just what is the differ- 
ence in spread, i. e., the difference in cost on the staple 
items, between these lines sold by these different methods. 
In other words, the part which I have not figured out 
yet, but which I intend to figure out, is whether the 
concern selling the goods on the alleged price basis are 
giving their customers the full benefit of the alleged 
saving. This is something I do not know at this writing. 
It will be necessary for me to get a line of these goods 
with their prices and compare them item by item with 
a line of the other goods and their prices. Possibly 
there is a real saving to the consumer in this cheap line. 
On the other hand, it is also possible that the cheap line 
is not quite as cheap as it sounds! This all depends 
upon a careful investigation of the facts. 

* * * 





Another interesting letter that comes to our desk at 
the opening of the New Year from one of the leading 
hardware jobbers of the country, a concern very strong 
financially, is herewith reproduced. This letter was sent 
to the salesforce of this jobbing house by their sales 
manager after the matter of the letter had been decided 
upon at a directors’ meeting. This letter is so simple 
and direct that he who runs will have no difficulty in 
reading it. Here it is: 

Dec. 14, 1927. 

TO ALL SALESMEN: 

Starting Jan. 1 we will not accept any orders for guns or 
ammunition at cut rate or confidential prices, regardless of who 
the man may be or how big he may want to buy. 

Our accountants have just gone over our books for the year 
ending Nov. 30 and they find that we sold over half a million 
dollars’ worth of guns and ammunition, on which we should 
have made a net profit of about $40,000, but instead we show a 
loss of some $8,000 to $9,000, due to the cut price condition of 
the sporting goods market, which is very bad for any firm, re- 
gardless of how big they may be or how much money is back 
of them. 

If our competitors would analyze their business the same 
way we have done, we feel sure that they would follow in line 
on this same proposition. 

We realize that you are going to lose a large volume of 
business by sticking to the regular trade prices, so we have de- 
cided to add a few extra lines that are more profitable to us to 
offset the difference. We do not want you to get discouraged 
if you do not book up a lot of gun and ammunition orders. We 
have sold Colt revolvers for a good many years and never 
had to cut the price on these, and we enjoy a fairly good profit 
and a fairly good business with these people. We want to do 
the same on all other gun products. 

Please note the paragraph: “Jf our competitors would 
analyze their business the same way we have done, we 
feel sure that they would follow in line on this same 
proposition.” That is just the point in business today. 
All of us know that business is rapidly driven into the 
hands of the best managed corporations. All of us who 
read the papers see from day to day that some corpora- 
tions are making money while others in the same line 
of business are losing money. What is the difference? 
The difference is MANAGEMENT. 


* * * 
Now, in management the first requisite is to get at 
(Continued on page 97) 
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W. Ogden Coleman, President Toy Mfrs. Ass’n, 
Expresses Optimism Over Toy Outlook for 1928 


WO factors, according to W. Ogden Coleman of the 
American Flyer Co., Chicago, recently elected president 
of the Toy Manufacturers of the U. S. A., are re- 
sponsible for the tremendous growth of the toy industry in this 
country during the past ten years. First, and most important 
is the growing tendency of the American public to demand high 
quality in all of its purchases and secondly, the present protec- 
tive tariff laws discourage the importation of the cheaper foreign 
made toys. 

In explaining farther this first element, Mr. Coleman stated 
that the public’s buying habits have changed 
materially in the past decade. From what 
he termed the “silk shirt period” immedi- 
ately following the World War, when the 
American people went on a more or less 
wild spending spree, the present day de- 
mand for high quality has developed. 

“In fact,” says Mr. Coleman, “quality 
and durability are now taken for granted 
and the American consumer, with money to 
pay for what he wants, buys for his own 
pleasure, but with the idea of permanence. 
This type of buying applies to toys as well 
as other items, and the demand is for good 
substantially made toys that will last and 
give pleasure during the entire ‘play-life’ of 
the child. 

“While the American toy industry has 
existed for many years, foreign made toys 
overshadowed it until in 1913 when the 
chaotic war conditions put a stop to im- 
portations. This does not mean that the 
manufacture of toys in this country was a 
war born industry, but rather that war 
time conditions gave opportunity for the American toy industry to 
receive the recognition to which it was entitled. Prior to the war 
the bulk of the toys sold in this country were of foreign make; 
in 1913 American manufacturers produced twice as many toys as 
were imported, while today 90 per cent of the toys sold are made 
in America. It is estimated that the total annual volume of retail 
toy sales for the past year will amount to approximately 160 mil- 
lion dollars. 

“While the special sales effort on toys, on the part of the 
manufacturers, wholesalers and retailers alike, is each year cen- 
tered around the holiday season with the result that 70 per cent 
of the toy business comes at that period, there is an increasing 
conviction that toys can be merchandised during other seasons 
of the year. The toy industry is still making its supreme sales 
appeal at the Christmas season but is, at the same time, in- 
creasing its efforts during the balance of the year. One ex- 
ample of this new bid for non-Christmas sales is the inaugura- 
tion last June of Childrens’ Day. The second Childrens’ Day, 
which it is anticipated will soon carry the same sentimental 
appeal as does Mothers’ Day, is set for June 16 of this year. 
The date was selected for various reasons—schools are closed 
for the summer and it is an appropriate time for graduation 
presents and rewards for promotions in classes; the children are 
released from routine and toys are in order to occupy their time. 
The financial burden of promoting Childrens’ Day has fallen 
on the shoulders of the manufacturers, but wholesalers and re- 
tailers have been found ready to cooperate both in the matter 
of financial contributions and tying in with their own advertising 
and sales efforts to bring the occasion to public attention.” 

Continuing, Mr. Coleman said: During the past three or four 
years there has been a very noticeable increase in the number 
of retailers handling toys and particularly is this true in the 
hardware field. This is in a large measure due to the fact 
that in handling the now well made and high grade American 
toys the hardware man is carrying a line that is comparable in 





W. OGDEN COLEMAN 


quality with the best in high grade American tools and one 
which will reflect credit on his store. This same high quality has 
eliminated the one drawback which the dealer formerly experi- 
enced in handling foreign made toys—their flimsy construction 
often found him at the end of the holiday season with his ‘profit’ 
represented by a lot of broken and unsalable left-overs. 

“The individual dealer with a personalized service to offer his 
customers need have no fear of chain store competition, but he 
must know his customer and understand what he wants. The 
dealer who suffers through competition does so because in his 
store there is a lack of service, a lack of 
courtesy or a disregard of present day con- 
ditions. |The average customer is unap- 
preciative of past performances on the part 
of the dealer. He does not buy from some 
certain dealer because he always has, but is 
apt to swing to some other store in a mo- 
ment unless he is given quality merchan- 
dise and personal service. 

“The two greatest problems which con- 
front the toy manufacturer are the cost of 
distribution and the call for service. Both 
of these problems could be solved, at least 
in a large measure, with a little closer co- 
operation by the jobbers and retailers. Un- 
like some other lines of merchandise, style 
changes in toys come only once a year, so 
that a dealer is safe in ordering his require- 
ments for his holiday trade fairly early in 
the year. With this early buying, the cost 
of distribution can be materially reduced, 
thus creating a saving all along the line and 
at the same time give the manufacturer 
greater opportunity to render the required 
service during the active selling season. 

“In fact, the various elements that have built up the present 
practice of hand-to-mouth buying, namely, the possible changes 
in style and price and the desirability of hold down inventories, 
do not apply to toy merchandising. Style changes, as have been 
pointed out, come only when the manufacturers are making up 
their lines in preparation for the holiday sales; prices are in- 
variably guaranteed against decline by the toy makers and as 
all buying is done in anticipation of future sales, toy buying is 
done largely for the one season of the year and perpetual stocks 
are unnecessary. 

“During the past year there has been much talk about ‘profit- 
less prosperity,’ and this condition has been largely caused by 
mounting distribution or sales costs. I realize that in many in- 
stances toy buyers have been more than willing to place early 
orders for reasonable requirements. However, changing con- 
ditions have made it necessary for them to get the consent of 
the merchandise manager before placing orders and in many 
instances the merchandise manager fails to appreciate the peculiar 
conditions surrounding toy sales. 

“The toy industry has grown rapidly during the past few 
years, and there is every reason to believe that 1928 will see 
a continuation of this expansion. Color and beauty of design 
in toys, as well as in furniture, kitchen-ware and automobiles, 
will make a stronger appeal than ever in the past. Another 
trend that has been very definitely established is the trend 
toward more substantially built toys; size and color are no 
longer sufficient, toys must have an inbuilt quality. Further- 
more it must be designed so that the child can actively do 
something with it himself rather than merely watch it perform. 

“As with every other line of merchandise, there is a growing 
tendency to sell toys on the installment plan, and this is entirely 
practical on the better quality and higher priced toys. Several 
retailers have successfully sold toys with a down payment of 
25% and the balance in three equal monthly installments. 




















HARDWARE AGE for JANUARY 5, 1928 51 


-EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


OLD YARDSTICKS 


HERE is an old saying that the veil of mercy 

covers the face of futurity. Perhaps it is a good 

thing we do not know more about tomorrow. How 
terrible it would be if the famous literary lights of 
Europe should be right 
in their dire predictions 
of what is going to hap- 
pen to America. It 
makes one shiver to 
read the conclusions of 
Count Keyserling, H. 
G. Wells, Dr. C. G. 
Jung and other critical 
observers of the new 
civilization we are 
building on this western 
Continent. 

But are they doing 
more than merely guess- 
ing? And is it not pos- 
sible that they are still 
using yardsticks which 
have become worthless 
for measuring the fu- 
ture ? 








being dragged down to the level of the native. As we 
lose our original vitality the spirit of the aborigine will 
increasingly assert itself. 

These are some of the arguments used to support the 
belief that Europe and 
America are drifting 
apart; that Americani- 
zation of the world is 
becoming more remote. 
It is declared that al- 
ready we are as far re- 
moved from our Pil- 
erim I*athers as the av- 
erage European is from 
the Medieval Knight. 

Why should we take 
these fantastic forecasts 
seriously? Where in 
the past was any civili- 
zation constructed on a 
foundation that bore the 
least resemblance to that 
on which we are erect- 
ing our present era of 
industrialism? At no 
time in history has the 














They say ours is a 
road leading to a new 
Dark Age. Human nature never changes, and the primi- 
tive will reassert itself. It is the way of nature that 
after light will come darkness, and humanity being a part 
of the common order, must conform. Each new civiliza- 
tion only represents a fresh start, and there is no essen- 
tial difference between a new beginning that took place 
10,000 years ago and one that begins today. 

As proof that we are following a route that has been 
traveled before, it is pointed out that the colonization of 
America has been quite like that of ancient India. Our 
life has taken the character of a military regime and we 
are coming more and more to resemble a race of con- 
querors. In our offensive against foreign countries we 
use bullets of gold instead of lead, which is in keeping 
with the spirit of the new industrial age. 

Our religion is that of work, and this form of faith 
will survive only as long as prosperity continues to in- 
crease. Eventually technical progress will defeat itself. 
A congestion of motor cars will make it easier and 
quicker to walk than to ride. The purely American 
culture that will soon come into being will be based on 
leisure, as have all the cultures of the past, and the 
idle apostles of this new culture will grow in numbers 
and power until they will repudiate the religion of work. 
Then it will be disclosed to the world that the road of 
efficiency is not always the road to happiness. 

On and on go the philosophers. They insist that our 
ideal is becoming purely Indian. Our music and re- 
ligious revivalism and sense of humor are all showing 
the influence of the negro. Our rush and bustle ex- 
press the restlessness of a soul out of harmony with 
itself. Mother earth is stronger than man and we are 


« 


population of any coun- 
try been made up of such a mixture of races as ours. 
Homogeneous populations are generally static. Our 
melting pot is turning out a new type of human, a mon- 
grel who has the dynamic power that qualifies for leader- 
ship. Blue blood is more of a social than an industrial 
asset. e 

Never in any past civilization were technically trained 
minds available to direct the utilization of the natural 
resources of the earth. Through all of the centuries of 
thé past the planet on which we live has remained prac- 
tically virgin. The scientist is a mew factor in history. 
Coal, oil and water-power played no part in the cultures 
of yesterday. Early man could not substitute machines 
for the work of his hands, and he knew nothing of mod- 
ern means of communication and transportation. People 
in one part of the world were ignorant of what others 
were doing. It took a thousand years for the secret of 
silk manufacture to get from China to Spain. 

Yesterday is dead and never will the same conditions 
return. The present preeminence of the United States 
has not come of accident or resulted from the fortunes 
of war. Long before 1914 the march of America to a 
position of world leadership had already commenced. 
Intelligent investigation of the facts and figures then 
available would have disclosed to anyone that the old 
standards of international comparison were on the way 
to oblivion. The common phrase “back to normal” is 
nothing more than an empty use of words. 

And as for the future, we can no more picture what 
lies ahead than our forefathers could visualize a day 
when electricity would enable them to see inside opaque 

(Continued on page 94) 
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Largest Returns Netted by 


Stove Department 


Daum & Helm, of East Ohio Street, Pitts- 
burgh, Pa., operate a stove department 


that does annual business of $84,240. 


“Carry a good stove, put it where women 
' 

can see it, and 1t doesn’t make much differ- 

ence about the price, tf it’s within reason,” 


says J. G. Helm 








Ernest C. Daum 


INETEEN stoves in one day, seventy-five in a 
N single week during a demonstration, 200 of a 
single number in a year, inquiries from individuals 
in towns as far as 100 miles away, one asking if they will 
send a stove C.Q.D., and an annual business of $84,240 
on stoves alone, are the highlights in this year’s record at 
Daum and Helm 
Hardware Co., 
East Ohio Street, 
Pittsburgh, Pa. 
And this is 
nothing unusual, 
according to]. S. 
Helm, who leads 
the way through 
the partition to 
the ‘‘other 
room,” about 20 
ft. wide by 80 
long, the street 
floor of a four- 
story building, 
fronting on a 
high-class _busi- 
ness_thorough- 
fare, altogether 


H. W. McCance, expert 
stove man, who has charge 
of the stove department of 
Daum & Helm, Pittsburg, 
which enjoyed an increase 
in sales of 100% last year. 
He keeps arecord of people 
who evince an interest in 
stoves. 











John G. Helm 


as valuable as any street floor in its section of Pittsburgh. 

Nothing but stoves, except for a few articles of house- 
hold hardware at the back that were pushed in there 
temporarily a few weeks ago. Not so many stoves at 
that, considering the 1600 sq. ft. of space and number 
of feet required per stove. Yet this room turns in one- 
third the annual 
volume of busi- 
ness of t he 
store; that is, all 
other items of 
the busy store 
produce only two 
times _ what 
stoves alone 
bring in, and 
there is builders’ 
hardware of ev- 
ery kind and 
description, be- 
sides this and 
that in carload 
lots. In _ fact, 
Daum and Helm 
are the exclusive 
handlers of a 
well - known 
high-grade tool 
long a leader in 
its field. 

Stoves, not- 
withstanding, are 
supreme, and 


The spacious and well kept stove department of Daum & Helm, Pittsburgh, which this half-century 
turns in one-third of the volume of business of the entire store. 


old firm declares 
that they put an 
“ad” in an afternoon daily paper, and once a year fix 
up a window like a kitchen with a woman baking cook- 
ies; that they hand these out to any and all persons who 
come in to sample the fresh “Bakings.” “Oh, yes,” re- 
membered seventy-year-old E. C. Daum, “I believe Mc- 
Cance’”—an expert stove man—“takes the names of all 
persons who don’t want a stove right away but will be 
looking around for one later; then, he goes to see them 
about that time.” (Continued on page 93) 














HARDWARE AGE for JANUARY 5, 1928 . 53 





Masback Takes Opposite View 


Disagrees With Hamp Williams on Results 
Attained by Hardware Council 





problems. 
views on the subject. 





Editor’s Note—In our issue of December 22nd we published a letter from 
Hamp Williams, in which he contended that despite the efforts of the Hardware 
Council, the various branches of the hardware industry are still far apart. 


E. R. Masback, president of the Masback Hardware Co., has written us, the 
letter appearing on this page, in which he takes issue with some of the things 
Mr. Williams has to say on the subject. 


Both have made use of our Reader’s Forum to express their views on a 
matter of keen interest to the hardware trade. 


These columns are open to the frank discussion of all legitimate hardware 
Read what these well known men have to say, and write us your own 








Editor, HARDWARE AGE, 

New York City. 

In Harpware AcE for Dec. 22, 1927, you print a 
letter from Mr. Hamp Williams. It is not my purpose 
to take issue with Mr. Williams, inasmuch as his reputa- 
tion as one of the leaders in the hardware field stands 
paramount. 

I have read and reread Mr. Williams’ letter several 
times and, although it is difficult for me to understand 
just what he is driving at, in the second paragraph of 
his letter he states, regarding the Hardware Council, 
“Up to the present time their meetings have been rather 
unproductive, and have been held in a room with three 
windows, with each delegation seated near a window so 
that they could make their escape should any unkind 
word be uttered.” It has never been my privilege to 
attend a meeting of the Hardware Council, nor do | 
presume that Mr. Williams has attended any of their 
meetings. I have been fortunate enough, however, to 
have received all of the literature as issued by the Hard- 
ware Council. It is my opinion that their booklet en- 
titled “Trade Betterment—Reports and Recommenda- 
tions by Hardware Council’ issued March 1927 at the 
direction of the Hardware Council, is one of the most 
enlightening pieces of literature I have read, covering our 
trade. 

I seriously object, as a jobber, to what Mr. Williams 
states in the last paragraph of his letter “There has been 
a lot of recommending and suggesting, but that don’t 
mean much unless the rank and file put the suggestions 
and recommendations into practice. So far they don’t 
seem to have done so.” 

Possibly as a wholesaler I have been in the fortunate 
position of giving very careful study to the recommenda- 
tions of the Hardware Council and have even reprinted 
for distribution to our trade that part of their findings 


entitled “Five Principal Things Which Manufacturers, 
Wholesalers, and Retailers Each Should Do in the Inter- 
est of More Efficient Distribution.” 

Without being personal, our firm has very definitely 
endeavored to conform our policies to the recommenda- 
tions of “Five Things Which Wholesalers Should Do 
In the Interest of More Efficient Distribution,” as out- 
lined by the Hardware Council. The writer believes that 
any deep-thinking wholesaler will agree that the recom- 
mendations of the Hardware Council are simple, adapt- 
able and unquestionably practical. 

It has been my privilege to talk to many groups of 
retailers in the last six months, both as individuals and 
at Association Meetings. Invariably I have taken as my 
subject, the Hardware Council, and have endeavored to 
interpret for the dealer the recommendations as set forth 
by that Council. . 

I believe, Mr. Editor, what we need is LESS 
KNOCKING — MORE BOOSTING, LESS _IN- 
DIVIDUAL TALK—MORE COLLECTIVE 
THOUGHT. Why not endeavor to have the hardware 
industry as a whole use in their own individual enter- 
prises suggestions and recommendations as made by the 
Hardware Council? Why not help these gentlemen in 
their work by constructive suggestions rather than 
destructive criticism ? 

Now, Mr. Editor, I should like to take this opportunity 
to publicly thank the members of the Hardware Council 
for the splendid work they have done, for the work they 
are doing and the future effort which I know will be 
given at their meetings. They have been unselfish in the 
time given and surely they have portrayed their true 
devotion to the hardware industry by the sacrifice they are 
making in endeavoring to help us all. 

E. R. Massack, President, 
Masback Hardware Company, Inc. 
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Otto Bernz Co., Inc., Announces | 
Several Changes in Its Line 


Otto Bernz Co., Inc., 17 Ashland Street, | 
Newark, N. J., has announced several new | 
additions to and removals from its line of | 
torches and furnaces. These changes can | 
be summed up briefly as follows: The | 
company will manufacture and catalog | 
these torches : Nos. 6, 6-C, 9, 10, 30; Banjo, 
31, 79, 80, 82, 83, 84, 87 and 88. No. 6-C | 
is the same as No. 6, a gasoline kerosene 
torch, except that it is for gasoline ase | 
only. No. 30 is a self-blowing alcohol 
torch and takes the place of No. 13, which 
has been discontinued. 

Torches No. 7 and 7-A will be manu- 
factured but not catalogued. Torches Nos. 
12, 57, 58, 65, 60, 85 and 86 will be dis- 
continued. In place of Nos. 57 and 58 
the company offers Nos. 83 and 84. In- | 
stead of Nos. 85 and 86, Nos. 87 and 88 
are offered. The Nos. 65 and 66 torches 
have been discontinued on account of the 
limited demand. In their place are the | 
Nos. 83 and 84, which are slightly lower 
in price, or Nos. 79 and 80, which are 
slightly higher in price. 

The company will manufacture and cata- 
log the following furnaces: Nos. 19, 20, 
21, 22, 23, 24, 30, 31, 32, 60 and 70. The 
Nos. 30, 31 and 32 furnaces take the place 
of the “B,” “B” tinners’ and “B” tele- 
phone furnaces, which have been discon- | 


tinued. 

Any special style torch or furnace will 
be manufactured whenever they are re- 
quired. 


H. Stuart Hotchkiss Named 
General Rubber Co. Chairman 


H. Stuart Hotchkiss, president of the 
General Rubber Co., New York City, since 
1917, has been elected chairman of the | 
board of directors. L. D. Tompkins was | 
elected to the presidency to succeed Mr. | 
Hotchkiss. 

The General Rubber Co. is one of the | 
largest and one of the oldest crude rub- | 
ber companies in the world. It is owned 
by the United States Rubber Co. 


The Root Co. Celebrates Its 
Twentieth Anniversary 


The Root Co., Bristol, Conn., manufac- 
turer of automatic counters and hardware 
specialties, recently commemorated the 
twentieth anniversary of the present cor- 
poration by the executives and foremen 
giving a banquet in honor of John T. 
Chidsey, president and general manager of 
the company. 

A special feature of the occasion was | 
a number of short talks and reminiscences | 
by some of the older employees, the oldest | 
in service having been with the firm for | 
over 36 years. 

A glowing tribute paid by the other ex- | 
ecutives to Mr. Chidsey gave him credit | 

a large measure for the growth and | 
expansion of the firm during the last | 








twenty years. | 


Until a few years ago the firm was 
known as the C. J. Root Company, at 
which time the initials were dropped and 
has since been known by its present name. 


Gov. Small of Illinois Names 
State Paint Commission 


Governor Small, of Illinois, last week 


appointed a State Paint Commission of | 


five members, whose duty it will be to 
confer with and advise various State off- 
cials on matters of regulation or legisla- 
tion affecting the manufacture or sale of 
paints and related raw and finished mate- 
rials. The commission was chosen from 


| the various branches of the paint industry 
end are authorities in their respective lines. | 


The appointees are: Otto Eisenschmil, 
president of the Scientific Oil Compound. 
ing Co., Chicago, specialist on oils; W. J. 
Hough, president of W. J. Hough Co., 


| Chicago, naval stores; Glen H. Pickard, 


chemical engineer; Charles J. Novak, Chi- 
cago, paint jobber and retailer, and Arthur 
L. Israel, State analyst. 


Pratt & Lambert Employees 
Receive Annual Bonuses 


Employees in the Buffalo, N. Y., and 
3ridgeburg, Ont., factories of Pratt & 
Lambert, Inc., varnish, enamel and lacquer 
makers, assembled at the Buffalo plant on 
Dec. 24 for the annual distribution of 
bonuses. These range from 5 to 10 per 
cent of the yearly salary or wage of all 
in the company’s employ six months and 
over. 

Awards for length of service were also 
presented to a number of employees for 
ten and twenty years’ continuous service. 

President A. D. Graves spoke briefly 
upon the fine spirit of cooperation and 
loyalty prevailing throughout the organiza- 
tion. He referred to the pension plan and 
life insurance as two outstanding exam- 
ples of the policy of the company toward 
its employees. 

R. C. Stark, superintendent of produc- 
tion, told of the benefits of the Employees’ 
Benevolent Association. 

Watches were awarded the following 
employees for 20 years’ service: Miss F. B. 
Ketchum, sales; W. J. Couch, printing; 
J. G. Downing, factory. 

For 10 years’ service, Miss F. Ernst, 
sales, received a platinum pin, while gold 
cuff links were awarded to H. J. Evans, 
laboratory; J. Fournier, B. Green, V. La 
Placa, S. Malusa, A. Thomas, factory; 
H. Leighton, chauffeur; F. G. Kjellberg. 
factory, Chicago, IIl. 


Domes of Silence Display Box 


Domes of Silence, Inc., 21 Pearl Street, 
New York City, now operating the Domes 
of Silence business, is sending to its job- 
bers a beautiful, steel engraved, highly 
colored display box. There is no charge 
for this box, and retail dealers may obtain 
it from their jobbers. 


| 
| 


J. F. Hofmann Representing 
Several Mid-West Factories 


J. F. Hofmann, manufacturers repre- 
sentative, located at 1033 Drexel Bldg., 
Philadelphia, Pa., announces that he has 
recently been appointed as representative 
for several well known manufacturers. 
He covers Pennsylvania, Delaware, New 
Jersey, Maryland and Washington, D. C. 


| These firms are: The Brown Daisy Mop 


Co., Lowell, Mass.; Hugo Mfg. Co., West 
Duluth, Minn.; Wood Specialty Corp., 


| Greenfield, Ind.. and in the State of Penn- 


| 


sylvania, the Pilliod Cabinet Co., Swan- 


| ton, Ohio. 


Chicago Retail Association Elects 
Lindquist President 


At the annual business meeting of the 
Chicago Retail Hardware Association, held 
the middle of December, the following 
officers were chosen for the ensuing year: 
President, E. G. Lindquist: vice-president, 
Oscar Fisher; secretary, S. J. Koehler: 
financial secretary, James Byrne; treas- 
urer, W. F. Siewert; director, J. D. Man- 


| delbaum. 


Installation of the new officers will be 


| made at the annual dinner dance of the 
| association, to be held at the Hotel Sher- 





| 
| 
| 


| 


man, Wednesday, Jan. 11. 


E. N. Satterthwaite Dies 


E. Newbold Satterthwaite, respected citi- 
zen and hardware dealer of Tecumseh, 
Mich., passed away at his home in that 
place on Dec. 13, 1927. “Bolie,” as he was 
known to his many friends, was born in 
Tecumseh and began his work in a local 
hardware store. He continued in that busi- 
ness until Satterthwaite Bros. retired in 
1925. He was keenly humorous, sympa- 
thetic and vividly interested in everything 
that was about him. His funeral was held 
on Dec. 15, and the interment was in 
Brookside Cemetery. 


Interstate Merchants Council 
Plans February Meeting 


The Interstate Merchants Council, spon- 
sored by the Chicago Association of Com- 
merce, will hold its 13th semi-annual con- 
vention in Chicago, Feb. 7, 8 and 9. This 
organization was established six years ago. 
and now has a membership of over 4000 
retailers in various lines. Approximately 
2000 are expected to attend the convention. 


Production Record 


A new high mark in the production of 
bristle brushes was recently reached in the 


| plant of The Wooster Brush Co., Wooster, 


Ohio. The largest single day’s produc- 


| tion in 77 years was reached a few days 


| 


| bristle brushes completed on this record 


before Christmas. This large volume of 


day substantially exceeded any previous 
one-day output in the history of the com- 


| pany. 





























‘J. S. Keefe Elected President 
American Steel & Wire Co. 


John S. Keefe, who has been elected 
president of the American Steel & Wire 
Co., Cleveland, Ohio, succeeding the late 
William P. Palmer, has been vice-presi- 
dent and a director of the company since 
1901, maintaining headquarters in Chicago, 
Ill. 

During the illness of Mr. Palmer in the 
last year, he has been active in the execu- 
tive and administrative affairs of the com- 





W. P. Palmer 


pany, dividing his time between Chicago 
and Cleveland. He has served as chair- 
man of the traffic committee of the United 
States Steel Corp. since 1903 and_ this, 
together with earlier training in traffic 
management, has made him one of the 
best informed men on transportation prob- 
lems in the steel industry. 

Mr. Keefe was born in Boston, Mass., | 
on Jan. 24, 1864, and attended the local | 
public schools. In 1880 he went to Mil- 
waukee and soon after was employed by 
the Chicago and Northwestern Railroad. 
In 1889 he was appointed traffic manager 
of the Illinois Steel Co., and at the for- 
mation of the American Steel & Wire 
Co., in .1899 was made its general traffic 
manager, holding that position until 1901, 
when he was elected vice-president. 

Frank Baackes, whose appointment as 
senior vice-president in charge of com- 
mercial matters for the Steel & Wire 
company has also been announced, Mr. 
Baackes was made general superintendent 
of the company at its inception and the 
following year was appointed general 
sales agent. He was later elected vice- 
president and general sales agent. He 
was born in Germany in 1863 and came 
to this company in 1889. He was first 
employed by the H. P. Nail Co., Cleve- 
land, Ohio, and in 1894 was in charge of 
the erection of a wire plant at Beaver 
Falls, Pa., for the Hartman Steel Co. He 
was instrumental in the organization of 
the Salem Wire Nail Co., Salem, Ohio, 
in 1895, remaining with that company as 
superintendent and general manager untii 
its absorption by the American Steel & 
Wire Co., of Illinois, in 1897, of whic’: 
he was general manager until the organi- 
zation of the present company. 





Henry A. Barren has been made vice- 
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president in charge of operations for the 
company, and Leslie J. Gray has been 
named assistant to the president. D. A. 
Merriman has been appointed manager of 
sales and C. F. Blackmer, general superin- 
tendent of wire mills. 

The late William P. Palmer, who was 
president of the company until his death 
in the middle of December, was: also a 
director of the United States Steel Corp. 
He was 66 years of age at the time of his 
death and had been in ill-health for quite 


some time. He was born in Tittsburgh 
and attended the local schools. In 1887 
he was made secretary of Carnegie, 


Phipps & Co., and a year later became 
general sales agent of the Carnegie Steel 
Co. He left this company in 1896 and 
later became general manager of the 
American Steel & Wire Corp. When the 
Steel Corp. was formed, with the Aimer- 
ican Steel & Wire Co. as one of its con- 
stituent companies. Mr. Palmer was made 
president of the latter company. He is 
survived by his widow, a daughter and 


a son. 


Court Decision Favors 
H. E. Allen Mfg. Co., Inc. 


The Supreme Court of Oneida County, 
State of New York, has awarded judg- 
ment in favor of the H. FE. Allen 
Mfg. Co., Inc., Carthage, N. Y., manu- 
facturer of So-Bos-So. in the suit of 
this company against H. J. Smith, who 
operated as H. J. Smith & Co., mak- 
ing a fly spray known as E-Z-Bos. The 
court enjoins the defendant company from 
using this particular trade name, or using 
in any shape or form the word “Bos” for 
fly spray, and orders discontinuance of 
what is termed in the judgment “imitating 
the style, package, or color scheme of the 
plaintiff's product, ‘So-Bos-So,’”’ which the 
court recognized as a standard fly spray. 

The court also awarded H. E. Allen 
Mfg. Co. thirty thousand dollars ($30,000) 
plus costs and disbursements of this action. 


Saunders Norvell at Cleveland 


One of the Cleveland, Ohio, daily news- 
papers published the following item re- 
cently regarding Saunders Norvell, Con- 
tributing Editor of HARDWARE AGE: 


“Harp Hitter’ TO SPEAK 


“Saunders Norvell, president of the 
Remington Arms Co., Inc., New York 
City, who has made a reputation as a 


‘hard-hitting editorial writer’ in hardware 
trade journals, will speak before 150 rep- 
resentatives of the George Worthington 
Co., who will begin a three-day conven- 
tion at Hotel Cleveland today. 

“Saunders Norvell at 17 went to work 
for the Simmons Hardwarfe Co., of St. 
Louis, Mo. Working himself to the head 
of that company, he later became presi- 
dent of the Norvell-Shapleigh Hardware 
Co., and more recently president of Rem- 
ington Arms. He is past president of the 
National Hardware Association.” 





j}and D. G. 
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Cope Co-operative Club’s First 
Christmas Party 


Fun, frolic, a Christmas tree and a 
Santa Claus were the features of the first 
annual Christmas party of the Cope Co- 
operative Club held shortly before Christ- 
mas Day in Redlands, Cal. This club is 
affiliated with the E. M. Cope Commercial 
Co., of that place. 

Characteristic and appropriate gifts 
were distributed by Santa Claus A. E. 
Isham of the local Chamber of Commerce. 
Old time photographs, most of them taken 
as far back as 1902 were displayed by 
D. G. MacDonald, secretary of the Cope 
company. <A trio composed of three club 
members entertained with 
tions. 

The retiring officers of the Co-operative 
Club, aided by a special committee, had 
charge of the affair and nothing was left 
undone to make it a complete success. 
An election was held at the close of the 
evening and the following officers of the 
club were elected for the ensuing year: 
I. M. Hough, president; J. R. Sering, 
vice-president ; Lawrence Akerman, treas- 
urer; Miss E. M. Wagner, secretary. 
Each responded to the call for a speech 
and the evening was brought to a close 
with talks of appreciation by E. M. Cope 
MacDonald, executives of the 
Cope Commercial Co. 


several selec- 


The Packard Electric Company 


| Appoints The John S. King Co. 


The Packard Electric Co., Warren, Ohio, 
manufacturer of transformers and auto- 
motive cable products, has appointed The 
John S. King Company, Inc., Cleveland, 
Ohio, advertising agency, to direct its na- 
for Packard 
Cable and Ignition Cable Sets, and Pack- 
It is not generally real- 
that at The Packard Electric Co., 
founded in 1890, the first Packard auto- 
mobile was produced. 


Greenlee Hand Tool Division 

Becomes Greenlee Tool Co. 

The Hand Tool Division of Greenlee 
Bros. & Co., Rockford, Ill, was organized 
on Jan. 1 as the Greenlee Tool Co. This 
organization, as a subsidiary to the parent 
company, will handle the sale of tools to 
the hardware trade. The officers of this 
company will be the same as for Greenlee 
Bros. & Co. There will be no change in 
manufacture. 

Greenlee Tool Co. is considered to be a 
better suited name to designate the prod- 
ucts offered to the hardware trade, and the 
use of it will prevent the confusion that 
has existed between the sales departments 
of the parent company. 

In the last sixty years Greenlee Bros. 
& Co. have purchased several other com- 
panies, operating them as divisions. Up 
to the present time the three principal divi- 
sions of the company have maintained sep- 
arate sales departments. These were not 
always located together, and the duplication 
in some cities of offices under the name of 
Greenlee Bros. & Co. has been confusing. 
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Roy Webster Weds 


When the Amalgamated Association of 
Hardware Bachelors holds its next annual 
banquet, there will be one conspicuously 
empty chair. Yet the man who formerly 
occupied that chair is still very much alive. 
In fact, it is rumored that he feels he is 
just beginning to really live. Meanwhile, 
there is considerable rejoicing among the 


benedicts. 


All of which is explained in the an- 
nouncement that S. Le Roy Webster, vice- 
president and general manager of the 
Sands Level & Tool Co., Detroit, Mich., 
was married on Saturday, Dec. 24, to Mrs. 
Helen Coddington O’Connor, of Detroit. 

Mrs. Webster as well as “Roy” will re- 
ceive the hearty congratulations: of his 


many friends in the hardware industry. 


Manufacturers of Paint and Varnish~ 


Have You Ever Considered The Fact 





the dealers. 











Harold A. Mayer Represents 
Segal Lock & Harware Co. 


Harold A. Mayer, who makes his head- 
quarters in Minneapolis, Minn., and is well 
known to the hardware trade in that local- 
ity, will now represent the Segal Lock & 
Hardware Co., New York City, exclusive- 
ly in the northern territory. 





Fire Ruins Warehouse of 
Spencerport Hardware Co. 
A warehouse leased from T. J. Turney 
by the Spencerport Hardware Co., Spen- 
cerport, N. Y., was damaged on Dec. 28 





to the extent of $10,000 by a fire. Three | 


adjoining buildings were also damaged. 





Central Stamping Co. Moves 


The Central Stamping Co. has moved 
its general offices from 206 Broadway, 
New York City, to its factory at 591 Ferry 
Street, Newark, N. J. The sales office and 
sample room will be continued as before 
at the New York City address. 


That 


THE DEALER 


Means As Much To You As The Consumer ? 


To secure the proper distribution of your product you must create a 
dealer demand as well as a consumer demand. The buying public you 
reach through national advertising needs the stimulus the dealer can 
give them if he is “sold” on your product. 


Hardware Age reaches every one of the worthwhile hardware dealers— 
wide awake merchants who know how to sell a worthy product. Tell 
these dealers your story in Hardware Age and make your product well 
known to not only the consumers but to those who are closest to them, 


George Pearson Passes Away 


George Pearson, well known in hard- 
ware circles and for the past 14 years 
connected with H. Channon & Co., Chi- 
cago, Ill., as buyer, died at his home in that 
city recently. Mr. Pearson, who was 51 
years of age, entered the employ of Hib- 
bard, Spencer, Bartlett & Co., also of Chi- 
cago, when he was 16. After nine years 
with that company he went West and was 
with a San Francisco hardware concern 
for four years and a Los Angeles firm 
eight years. He returned to Chicago in 
1914 to accept the position he held at the 
time of his death. 

He is survived by his widow and one son. 


E. F. Washburn Wants Catalogs 


E. F. Washburn, Schuyler Lake, N. Y., 
whose store and stock were totally de- 
stroyed recently, will appreciate receiving 
catalogs and price lists from manufac- 
turers and jobbers. He is reestablishing 
his business and hopes to be fully stocked 
and operating within the next month. 
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First prize winner in Group 3, arranged by John T. Mackey, display manager, Herpolsheimer Co., Grand Rapids, Mich. 
This group included dealers in cities of over 6,000 population. The outdoor scene used as a background was well handled 


Window Display Contest 
Sportsmen’s Week Oct. 17-22 


Sixth Annual Window Display Contest and Sportsmen’s Week 

celebrated October 17-22, brings out excellent examples of win- 

dow dressers’ art. Nat Wylie of Steel Hardware Co., Wichita, 
Kan., wins grand prize. 


of the U. S. A. participated in the Sixth Annual 

Window Display Contest and Sportsmen’s week, 
celebrated Oct. 17 to 22, and sponsored by the Remington 
Arms Co., Inc., New York City, in the interest of better 
merchandising through better window display appeals. 
Many hundred excellent win- 


Heitecss window trimmers in forty-six States 


Awards were: grand prize, $250; three first prizes ot 
$100; six second prizes of $75 each; twelve third prizes 
of $50 each; eighteen fourth prizes of $25 each; 150 
prizes of $10 each; and 360 prizes of $5 each. 

There were three groups in the contest. Group one 
was for dealers in towns up to 3,000 population. Group 

two was for merchants in 





dow display photos were 
submitted, taxing the judges 
to select the winners. Many 
letters were received from 
contestants, stating that the 
special attention given to 
windows during the contest 
stimulated their sales on the 
lines shown. There were 
entrants from Alaska and 
Canada, vieing for the cash 
awards, which totaled $5,000. 


Wy 
| is 





towns from 3,001 to 6,000 
population. The third group 
included dealers in all towns 
with population of six thou- 
sand or more. In each group 
an equal number of the prizes 
mentioned were awarded. 





Many of the windows com- 
bined an atmosphere of the 
outdoors, with an attractive 
display of merchandise. This 
combination is particularly 
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This window and the one opposite comprised the group winning the Grand Prize, and was the work of Nat Wylie, dis- 
play manager of the Steel Hardware Co., Wichita, Kan. 


effective in the fall of the year, when the tang of the 
outdoors gets right into the b!ood of every sportsman. 

Window cards and other display material was fur- 
nished without charge by the sponsors of the contest. 
All retail dealers were eligible to compete, the only re- 
quirement being that the free display material be used 
in some form. Judges were Llew S. Soule, Editor 
Harpware AcE; J. G. Taylor Spink, Sporting Goods 
Dealers, and Roy I. Soule, Editer Hardware Dealers’ 
Magazine. In the absence of Roy Soule, Charles Downes 
of the same publication served on the committee. 

Nat Wylie, Display Manager of the Steel Hardware 
Co., Wichita, Kans., portrayed Anticipation and Realiza- 
tion, from the sportsman’s point of view. A photograph 
of these two windows appear with this story and they 
show what the judges decided to be the best display 
This combination of windows 
was awarded the grand prize. Mr. Wylie is to be con- 
gratulated on his very excellent work. 

The Coeur d’Alene Hardware and Foundry Co., Wal- 
lace, Idaho, was awarded first prize in Group 1. This 
There was a 


offered for the contest. 


was a fine outdoor sportsman’s window. 
vreat deal of real advertising in this display. 


The McCormick-Saeltzer Co. of Redding, Cal., re- 
ceived first prize of $100 in Group 2, which included 
dealers in town of from 3,000 to 6,000 population. There 
were three windows in this entry, two on arms and am- 
munition and one on cutlery. The cutlery window was a 
heauty. The other windows were very well arranged 
and both combined interior and exterior hunting and 
sporting atmosphere. 

Herpolsheimers of Grand Rapids, Mich., was awarded 
first prize of $100 in Group 3, which include dealers in 
cities of over 6,000 population. This window, too, por- 
traved very effectively the combination of merchandise 
well arranged, together with a scene of the outdoors. 

The other major prize winners were as follows, ac- 
cording to the population groups they represented : 

In Group | the second prizes were awarded to Lynnes 
Hardware Co., Pelican Rapids, Minn., and Escondido 
The third prizes were 
Minnewauken, N. 
Tex., and H. F. 


Hardware Co., Escondido, Cal. 
awarded to William Plummer Co., 
Dak.; Wolters Brothers, Shiners, 
Kuehnle Hardware Co., Brooklyn Md. 
In Group 2 the second prizes were awarded to Thomp- 


son Hardware Co., Breckenridge, Tex., and Leonard 


This panoramic window display of the Coeur d’Alene Hardware and Foundry Co., Wallace, Idaho, was awarded first 


prize in Group 1. 


This was a well thought out idea and a good deal of profitable attention resulted 





~ 














HARDWARE AGE for JANUARY 5, 1928 


REALIZATION 


MET ES 


4 


‘Sex eae 


This window portrayed the realization of the hunter’s dream. 
Mr. Wylie’s work has appeared frequently in HARDWARE AGE 


good day’s sport. 


Hardware Co., Cherokee, Iowa. The third prizes were 
awarded to Northern Commercial Co., Fairbanks, Alaska, 
Raymond Hardware Co., Raymond, Wash., and Phelps 
Dodge Mercantile Co., Dawson, N. Mex. 

In Group 3 the second prizes were awarded to J. A. 
Silleto Hardware Co., Moines, Iowa, and Idaho 
Hardware and Plumbing Co., Boise, Idaho. The third 


Des 


prizes were awarded to Jermyn Brothers, Scranton, Pa., 


Woodwards, Cairo, IIl., and Sportsman’s Service, Inc., 
Portland, Me. 

It is felt that these Window 
have contributed much value in the general trend of 
ach successive year the 


Display Contests 
better use of retail windows. 
photographs submitted for the contest show improvement 
over the photographs submitted the previous year. It 
means that the retail dealers are coming to appreciate 
more and more the value of their window space, and 
manufacturers will have to supply real sales stimulating 
displays if they are to be given any space by the dealer. 
There will be another Sportsmen's Week and Window 
Display Contest in the fall of 1928. 
For the cause of better displays and 
merchandising when it is hoped to 





HE central window of the 

entry of McCormick-Saelt- 
zer Co., Redding, Cal., which 
took first prize in group 2. The 
left and right wings of this 
window display appear on the 
next page. This section por- 
trays the interior of a hunter's 
cabin and the preparation for 

the morrow’s sport 
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The window opposite represents the anticipation of a 


add more dealers to the already long list of those taking 
advantage of this timely event. 

It is interesting to read what Nat Wylie, the grand 
prize winner of the contest, wrote with regard to the 
pulling power of his window: 

“It is gratifying to know that even if you are not 
lucky enough to win one of the cash prizes offered for 
making a window display definitely tying up with 
Sportsmen’s Week, that the increased derived 
therefrom surely offset the expense and time rendered in 
making up the display. I have entered the contests in the 
past and have always been repaid by increased sales, and 


sales 


it has become an event eagerly looked forward to as the 
banner sales week in this line of sporting goods during 
the year. Without doubt the sale of guns, am- 
munition, cutlery, gun oil, etc., showed a marked increase 
of fully 50 per cent over any past season in the history 
of our business career.” 

There is a stack of several hundred letters received 
from dealers during the last contest, and nearly all of 
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them contained the same general statements. The sales 
increases and publicity realized by dealers are worth 
more than any cash prize the sponsors could offer, be- 
cause those assets carry along long after the prize is for- 
gotten. x * * 

Each year an increasing number of dealers enter the 
Sportsmen’s Week window display contest and each year 
the judges find the selection of winners a more difficult 
task. The most significant fact brought to light in the 
reports of entrants is the increased sales in the lines in- 
cluded in the contesting displays. This contest serves to 
impress on dealers the potency of attractive displays, 
and should encourage them to keep up the good work 
throughout the remainder of the year. 

ie te 


Many merchandising experts consider the window dis- 








HE left wing of the 

three-window display 
of the McCormick-Saelt- 
zer Co., Redding, Cal., 
first prize winner in 
group 2. It presented 
duck hunting equipment. 
Group 2 comprised towns 
of 3,000 to 6,000 popula- 
tion. The atmosphere of 
the duck marshes was 
well carried out in this 

window 


The right window of the 
three section entry of Mc- 
Cormick-Saeltzer Co. 
This display of cutlery 
was an_ exceptionally 
good one and_ besides 
winning one of the cash 
prizes helped to increase 
the sale of a great deal 
of high grade merchandise 














play a dealer’s most effective medium for advertising his 
goods. Merely an orderly display of goods will attract 
attention and increase sales. Making special effort in 
your displays to portray scenes such as those published 
in these pages will obviously create much more attention 
and should boost your sales materially. 

‘2: & 

There were some excellent examples of the window 
dresser’s art in the other groups. HarpWARE AGE will 
reproduce as many of these as possible in next week’s 
issue and the succeeding weeks. 

. 2 4 

These window displays come from all sizes of cities, 
towns and villages, the judges taking into considera- 
tion only the merits of the display, however, and not 
being influenced by the size of the place in which it was 
produced. 

























Self Blowing Alcohol Torch 


Otto Bernz Co., Inc., 17 Ashland Street, 
Newark, N. J., has placed on the market 
the No. 30 Self-Blowing Alcohol Torch, 
which has been especially designed for 
electricians or wherever a small flame is 
required. 


The reservoir has a %4-pint capacity and 


is made from heavy spun brass, nickel- 
plated. The top is concave and acts as a 
drip cup for starting torch. The bottom 
of the torch is also of nickeled cast brass 
and screws tightly into the reservoir, pre- 
venting leaks. Three legs allow the torch 





to stand firmly. They also allow the user 
to use a screw driver or a piece of steel 
when removing or inserting the bottom. 

The burner is of nickel-plated brass, 
brazed securely into the reservoir. It is 
so shaped that with the nozzle will pro- 
duce a small hot flame in any position. 
A cleaner wire is attached to a chain and 
is used for cleaning the orifice of the 
burner. 

The handles are so shaped that they will 
fit around the reservoir of the torch when 
it is not in use. The safety cap fits snug- 
ly over the burner, preventing the fuel 
from evaporating. A vent screw is pro- 
vided to allow the user to quickly relieve 
the pressure when through with the torch. 
The nozzle is made from brass and fits 
snugly over the burner. Its holder is 
fastened securely to the reservoir, holding 
the nozzle when the torch is not in use. 


M-6 Beisser Key Machine 


Beisser Key Machine Co., 407 East 
Fort Street, Detroit, Mich., recently placed 
on the market a new improved and sim- 
plified key cutter, known as M-6 Beisser 
Key Machine. This machine is equipped 
with a sturdy electric motor which oper- 
ates on a 110-volt A. C. It has been de- 
signed to cut any key, with the exception 









of Federal government keys, and also to 
eliminate swiveling, adjusting and hand 
filing. It makes three keys a minute and 
cuts four flat keys at one time. Another 
feature of the machine is its ability to cut 
bitted and double-bitted keys, including side 
and upper grooves and length and width. 





| The company states that a man with one 


| arm can easily operate this machine. 
Shipped in a box measuring 22 by 22 
by 12 in; weight 110 Ib. 


| Four Shakespeare Baits 

Four new baits have been placed on the 
market recently by Shakespeare Co., Kala- 
mazoo, Mich. The Sea Witch No. 133 
is a. small, weighted, underwater bait 






adapted to pier fishing with light tackle. 
It is equally effective in salt or fresh water. 
Its action is an erratic upward motion. 
The Sea Witch comes in white with a 


” i 2 


shaded red head and red head with gold 
flecked body. 

The Seven-Eleven-Plopper is a surface 
bait for use in fresh water where bass are 
taken. It has a diving, plopping action, 





which causes it to emit a loud plop as: it 

goes down. A red head and white body. 
The Shakespeare Shrimp No. 135 is a 

jointed bait with a vertical motion of the 








tail which directs the bait over an unusual 
course. Equally adapted to salt or fresh 
water. Another jointed under-water bait 
is the Pikie-Tantalizer, which has a nat- 
ural action, accentuated by a new fin fea- 
ture. It floats on the surface when at 
rest, but in action swims deep. Made in 
two patterns, yellow perch and red head 
with white body. 

All of the above baits have hooks which 
are double plated nickel over copper and 
the forward hook held in position by a 
patented link, insuring a secure fastening 
for the landing of big fish. 
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| Coldwell Cub Lawn Mower 


A substantially built, light weight, power 
lawn mower called the Cub,-is now being 
manufactured by Coldwell Lawn Mower 
Co., Newburgh, N. Y. An automatic en- 
gine lubrication system and the elimination 
of parts requiring adjustment by the op- 
erator are intended to insure dependable 
performance. A water cooled four cycle 
motor with a radiator and fan provides 
plenty of reserve power. The transmis- 
sion is entirely enclosed and the spring 
loaded, dry plate clutches with renewable 


linings are used so that no adjustment is 
required. The cutter front, carrying the 
revolving cutter and bottom knife, con- 
stitutes a demountable unit which may be 
removed for sharpening knives. 

A drive wheel assembly may be sub- 
stituted for the full width drive roller, 
when ground conditions require a wheel 
type machine. The speed of travel is auto- 
matically controlled by a governor which 
is set for a comfortable walking gait. 


Androck Dough Blender 


The Washburn Co., The Wire Goods Co. 
Div., Worcester, Mass., is manufacturing 
the No. 936 Androck Dough Blender, an 
attractive and efficient tool for blending 
shortening into flour. The blades are made 
of music wire shaped so that they fit the 
bowl and will always retain their shape. 
There’ are no cross wires which would 
make cleaning difficult. The blue handle 
is designed to fit comfortably in the hand. 
Packed attractively, one-half dozen in a 


display box with display card, 6 paper sacks 
and 6 pie crust recipes printed on a 3 by 5 
in. filing card. 
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(Washington Bureau of HARDWARE AGE) 


Hardware and allied products constitute 
a commodity field in- which there is com- 
paratively no new local competition in the 
southeastern United States, according to an 
unusually well-prepared and_ interesting 
commercial survey just issued by the De- 
partment of Commerce. It was published 
at the request of business interests of this 
section of the country, including North and 
South Carolina, Georgia, Florida, Alabama 
and eastern Tennessee. The document is 
illustrated, comprises 477 pages, and is the 
first of a new series of nine regional 
analyses covering the whole country. The 
object is to provide detailed information 
on distribution and related important sub- 
jects looking to more intelligent sales ef- 
forts in the markets as they exist under 
present-day competitive conditions. The 
slow development of new competition in 
hardware and allied products is attributed 
tc the fact that the businesses are highly 
specialized in organization, requiring long 
experience and familiarity with different 
types of goods, large capital investment, 
and big stocks of varied and complete lines. 
The most important wholesale houses are 
located in the primary cities of the South- 
east, and carry a general line of merchan- 
dise covering heavy and light hardware, 
building material and supplies, industrial, 
mill and mine supplies and machinery, 
farm implements, saddlery, wagon and car- 
riage hardware, electrical goods, leather, 
and sporting and household goods. The 
report says there is also in the general 
field of hardware an indication that com- 
petition is becoming keener and that whole- 
salers are finding it necessary to work 
their territory more intensively and more 
frequently. The wholesalers claim that the 
general tendency is in their favor. 

In great detail the survey deals with 
sales efforts, credits, “buying power,” tele- 
phone ownership, the effect of the auto- 
mobile on developing trade, advertising 
methods, banking and manufacturing sta- 
tistics, character of population, etc. The 
publication is known as Domestic Com- 
merce Series No. 19, “Commercial Survey 
of the Southeast.” Copies may be obtained 


from the Superintendent of Documents, | 


Government Printing Office, Washington, 


for $1 each. 





Washington News Letter 


By L. W. Moffett 


“Taken in a broad sense, we enter he 
New Year with the forces of stability 
dominant in the business,” Secretary of 
Commerce Herbert Hoover declared in his 
annual New Year's statement of the busi- 
ness outlook. 

He asserted that there is an ample sup- 
ply of credits at low rates; the somewhat 
larger stocks of goods which were accu- 
mulated during the summer are being re- 
duced; there is no consequential specu- 
lation in commodities ; the crops have been 
abundant; wages are at a high level; we 
are recovering from some partial unem- 
ployment, especially in the automobile in- 
dustry. There is peace in most sections 
of the labor world except bituminous coal, 
Mr. Hoover continued; the foreign world 
is recovering its economic strength and 
buying power, therefore our foreign trade 
is steadily increasing. The phenomena 
usually accredited as premonitory of a 
slump are therefore declared to be absent. 
The average wholesale price of all com- 
modities is about 50 per cent above pre-war 
prices, but if divided into agricultural and 
non-agricultural, it is found that the aver- 
age price of non-agricultural products has 
fallen in the 12 months of 1927 from 
about 60 per cent above pre-war to 51 
per cent pre-war. Mr. Hoover said that 
manufacture and distribution have by sav- 
ings and diminished profits accommodated 
themselves to this situation of decreasing 
prices without reduction in the average 
level of wages and, therefore, in the na- 
tional buying power. ' 


Director Julius Klein, of the Bureau of 
Foreign and Domestic Commerce, Depart- 
ment of Commerce, has also issued a state- 
ment on the foreign and domestic trade 
outlook which, while more detailed, is of 
the same tenor as the statement by Mr. 
Hoover, with a great deal of his analysis 
given to foreign trade. Dr. Klein declared 
that the export trade of the United States 
has continued to show remarkable growth 
in spite of the general lowering in world 
price levels and a moderate reduction in 
the activity of domestic business as com- 
pared with 1926 record figures. In the 
field of distribution, Dr: Klein said, whole- 
sale and retail trade has shown some re- 
cession, due in the autumn months to the 
unseasonably warm weather which pre- 
vailed over most of the country. Reports, 
however, indicate a large holiday trade 
| running in the case of the larger cities 








| about 8 per cent over 1926, and it is de- 
clared to be likely that most of the defi- 
ciency was made up with the change in 
weather conditions. Among the important 
factors looking toward the stabilization of 
business in the future, Dr. Klein said, are 
the greater interest shown in trade organ- 
izations, the nation-wide growth in the 
understanding of the universal advantage 
of waste elimination, and the greater im- 
portance attached to constructive coopera- 
tion among producers and distributers. 





Secretary of the Treasury Mellon has 
annourced that German steel is not being 
dumped into the United States. He as- 
serted that while a finding of dumping 
was not justified, the question was a close_ 
one and that the entire situation will con- 
tinue to be carefully watched by the 
Treasury Department “so that should con- 
ditions change, the necessary steps might 
be taken at once to prevent American in- 
dustry from being subject to unfair com- 
petition, within the meaning of the anti- 
dumping section of the Emergency Tariff 
Act.” Imports of steel from Germany and 
Europe generally have declined because 
the European countries themselves are 
faced with increasing production costs, and 
are asking higher domestic prices. The 
German industry is much exercised over 
application of the eight-hour law, and re- 
ports have been received here that it has 
threatened to close down rather than at- 
tempt production and competition in the 
face of such an alleged handicap. The 
report, however, is heavily discounted. 


Dr. Frederick C. Mills, of Columbia 
University, told a joint meeting of the 
American Economic and the American 
Statistical Association in Washington re- 
cently that a stable or slowly declining 
price level will prevail in this country dur- 
ing the next 10 or 20 years. He predicted 
increasing stability of individual prices 
and of business in general, with a decline 
in speculative elements in dealings in com- 
modities. Forecast was made of a slow 
but sustained increase in the purchasing 
power of agricultural products and a gain 
in the real earnings of manufacturing la- 
bor at a rate somewhat greater than that 
prevailing before the war. 
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General Market News 











Hardware Jobbers Completing Inventory— 
Retailers Buying for Current Requirements 


NEW YORK, Jan. 2.—Wholesale distributors of hardware are complet- 
ing their annual inventories and readjusting their price books, ac- 


cording to reports received from the leading market centers. 


Retailers 


are preparing to take inventory and are confining their purchases 


strictly to current requirements. 


Many salesmen have been off the 


road since Dec. 24 and will return to their territories this week. 
At press time there are few drastic price changes announced by 


jobbers. 
decli 
Ther 

Collections average fair. 


Turner, Day & Woolworth Issues 
New Price List—Adopts Sim- 
plication Program 


Turner, Day & Woolworth Handle Co., 
Inc., Louisville, Ky., has issued a new 
price list of hickory tool handles effective 
Jan. 1, 1928. With this publication is 
given the grading rules on hickory tool 
handles suggested by the U. S. Depart- 
ment of Commerce in its Simplified Prac- 
tice Recommendation No. 77. Turner, 
Day & Woolworth Handle Co., Inc. has 
adopted these recommendations which 
cover such points as grade marking, rules 
for materials, length of handles; methods 
of packing, labeling. 





Rugg Co. Withdraws Prices 


The E. T. Rugg Co., Newark, Ohio, 
has withdrawn all prices on leather items 
that are shown on its list No. 371. New 
prices will be issued in the near future. 
The company, in the mean time, will be 
pleased to furnish quotations on request. 





Rim Fire Cartridges Advance 
Five Per Cent Jan. 1 


Manufacturers announce effective Jan. 
1, 1928, a 5 per cent advance on all Rim 
Fire cartridges. 

At the beginning of 1927 a substantial 
reduction was made in Rim Fire car- 
tridges. It is reported manufacturing 
costs throughout the year did not justify 
the reduction and as a result it has been 
found necessary to make a slight advance. 


Dept. of Commerce Releases 
Toy Export Figures 


Interesting figures have recently been 
compiled and issued by the Dept. of Com- 


merce, Washington, D. C., with regard to | 


the export of toys for the period between 
Jan. and Sept. 1927. The Domin‘on of 


There is rumor of an advance on wood screws. 
d 114 cents and rim-fire cartridges have advanced 5 per cent. 
will probably be a few adjustments in other lines. 








Rope has 


Canada ranks first as a buyer of toys 
made in this country. In this veriod it 
purchased an amount equal to $607,652. 
The United Kingdom comes next with 
Argetina, third. It is interesting to notc 
that the total exports for this stated pe- 
riod were $2,248,139 

This figure is made up from totals of 


the various classifications as _ follows: 
Dolls and Parts, $127,652; Wheel Toys 
and Parts, $460,488; Mechanical Toys, 


$90,674; Rubber Toys and Balls, $133,461 ; 
Rubber Balloons, $519,619, and other toys, 
$916,245. 


Dollar’s Buying Power 68.9c., 
Reports Prof. Irving Fisher 
Prot. Irving Fisher of Yale University 
announced Dec. 26 that the previous 
week’s prices, based on Dun’s quotations, 
averaged 145.1 per cent of the pre-war 
level, according to the Journal of Com- 
merce. The purchasing power of the dol- 
lar was 68.9 pre-war cents. 
Crump’s index for the week was 134. 
The Italian index for the week ended 
Dec. 17 was 482.2. 


Pacific Northwest Outlook Good, 
Writes Secty. E. E. Lucas 


“Business conditions in the Pacific 
Northwest are in the main propitious,” 
writes FE. E. Lucas, secretary, Pacific 


Northwest Hardware & Implement Asso- 
ciation in a recent report to members. Mr. 
Lucas continues: “Lumbering, mining, 
agriculture and live stock are on a sound, 


| prospering basis, and we are entering a 


development era—the resumption of the 
development of the largely undeveloped 
resources of this great Pacific Northwest 
and on a larger scale than could ever 
have been conceived a decade or two ago. 
There will be a larger volume of mer- 
chandise distributed the next five years.” 





Expect Continued Good Business 
for Year 1928, Says Survey 


A review of business developments in 
the United States during the year now 
drawing to a close shows that the gen- 
erally prosperous conditions of the last 
few years have continued to prevail and 
that the underlying economic tacturs re- 
main sound, justifying the expectation of 
continued good business in 1928, states ihe 
current issue of the Guaranty Survey, is- 
sued today by the Guaranty Trust Com- 
pany of New York. 

“While it would be rash to predict that 
trade levels will equal or surpass the peak 
figures recorded in 1926, a state of sound 
prosperity does not consist in thé estab- 
lishment of a continued series of new nigh 
records,” the Survey continues, in part. 
“In fact it is to be hoped that no sich 
development will take place, since unduly 
swift expansion inevitably entails reaction 
later on. The best interests of the busi- 
ness community are served by a slower 


and more stable rate of progress. 
“The past year has been characterized 
by a moderate recession in genera! ac- 


avity from the record Jevel of 1926 A 
number of factors have contributed to this 
movement. Perhaps the most imrortant 
is the persistence of low purchasing power 
in certain agricultural districts, and par- 
ticularly the unsatisfactory crop returns 
received by several importa::t farm grcups 
year ago. 


2 Bus:ness has also experi- 


; enced an unusual number of obstacles this 
| year in the form of climatic disturbances. 





Ly far the most severe, of course, was the 
disastrous flood in the Mississ‘ppi Valley, 
the influence of which appears to have 
been generaliy underestimated as a factor 
in the *reaction of the 'ast few months. 

“These considerations suggest 
factors that will tend to quicken the tempo 
of business during the coming year. First 
and most essential is the notable improve- 
ment that has taken place in the position 
of agriculture. The crop season has re- 
sulted in much larger returns to most 


several 


| producers than seemed possible early in 


1927, and the greatest recovery has been 
witnessed in the Northwest, where condi- 
tions had been conspicuously discouraging 
since the deflation of 1921. The restora- 
tion of normal conditions in the automo- 
bile industry may be expected to exert a 
favorable influence. The labor situation 
is unusually free from signs of impending 
trouble. 

“But the most important thing to be 
considered in arriving at a conclusion as 
to the prospect of business in 1928 is that 
the fundamental factor underlying the 
sustained prosperity of the last few years 
—tMat the wide diffusion of purchas- 
ing power among the masses of the peo- 
ple—is still present. This condition de- 
pends primarily on two things: the level 
of wages and the volume of employment. 
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Inventories Occupy Attention of Chicago 


Hardware Trade—1928 Prospects Bright 


(Chicago office of HARDWARE AGE) 


CHICAGO, Jan. 3.—With the Christmas holidays over, the attention 
of both jobbers and retailers is focussed on the task of annual inventory 
taking. Except for small fill-in orders for staple items and a sprinkling 
of future orders for later delivery there is very little activity in the 
hardware market. Most of the jobbers have called their salesmen in 
off of the road for the annual sales meetings. 

As is to be expected in a dormant market prices show no change and 
there seems to be little prospect of any material fluctuations, at least 
during the early part of 1928. The only exception to this general con- 
dition is a slight weakness in manila rope and a small decline in that 


commodity has been announced. 


All indications point toward a rather speedy resumption of buying 
activity after the first of the new year as dealers’ stocks are generally 
low and necessary replacement orders will amount to a considerable 


volume. 


Steel mill activities in the Chicago area are apparently not going to 
experience the temporary lull which usually develops at this period. 
As a matter of fact, production has jumped to about 74 per cent of 
capacity due to the steadily increasing volume of orders which are be- 
ing placed for delivery during the first quarter. 


Collections are fair. 





AUTOMOBILE ACCESSORIES.— 
Christmas items have sold well, but 
other winter items are dragging a little. 


We quote from jobbers’ ' stocks. 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, fur Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 538c. each; A. C., 58c. each: 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light.— Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.30 each; regular 
cord, $6.10 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


AXES.—Demand is seasonable. No 
price changes. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: Single bit base weight, 
axes, unhandled, at $14 per doz.; han- 
dled at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled at $24.50 per doz. 


BOLTS AND NUTS.—Sales are nor- 
mal for this time of year. Prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount: small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—Prices are 
still unchanged and sales are season- 
able. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.07 
per doz. pair, case lots, less quanti- 
ties, 9c. per doz. pair higher: 4 x 4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots: 
less quantities, 10c. per dozen pair 





higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—Considering the season, sales 
are good. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % in. proof cow 
chains, $8.50 per 100 lb. Tenso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Prices are firm and there is a fair 
demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELECTRICAL MERCHANDISE.— 
Sales are normal and there are no 
price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Electrical merchan- 
dise, No. 14 rubber covered wire, $6.00 
per a ft.; in less than 1000 ft. lots, 
$6.50; No. 18 lamp cords, $12.50 per 
1000 ft.; in 1000 ft. lots, $12; %-in. 
brush brass key sockets, 15%4c. each; 
two-way plugs, 45c. each, in lots of 
10, 40c. each; two-piece attachment 
plugs, 74%4c. each; dry cells, boxes of 
50, 32%4c. each; less than case lots, 
36c. each. : 

Electrical Appliances. — Iron, Hot 
Point, $4.20; lots of six, $3.89; Sun- 
beam, $5; lots of six, $4.72. Per- 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3.40 each; No. 770. 
packages of 5, $3.17; No. 772, $2.62 
each; packages of 5, $2.44; No. 486, 
“ ff each; No. 486, packages of 5, 

Battery Charges.—Apco line, lots 
of less than 10, $9.90 each. 

FILES.—Sales are seasonal and prices 
are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 


per cent off list; Black Diamond files. 
50 per cent off list. 


GALVANIZED WARE.—1927 business 





is over on staples, with some manufac- 
turers reported as well sold up on early 
1928 deliveries on tubs and pails. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6: No. 2, 
$6.85; No. 3, $8; 10 qt. galvanized 
after made, Pails, ». 1 12 qt., $2.33; 
14 qt., 1 gal: all ‘gaivanized oil 
come, special ‘. doz. $4 per 

ey 75 doz.: : é Pa "$7 doz.: 
1 ba. iniateed baskets, $6.20 doz.: 
No. 26, baled, bu. galvanized 
measures, $4.50. 


GLASS AND PUTTY.—There is the 
customary seasonal lull in sales. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, a 
brackets, 89-5 per cent discount; sin- 
gle strength B, all brackets, 90-7% 
per cent discount; double strength A, 
all brackets, 89 per cent discount: 
double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 lb.; commercial, $3.50 
per 100 Ib. 


GLASS SUBSTITUTES.—Sales are 
fair and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Cel-O-Glass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $i2 each. 


GOLF GOODS.—With the active de- 
mand occasioned by the holidays over, 
sales are light. Future buying for 
spring delivery has only been fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each; -, 82, 10 each; 
medium grade, $1. 35 each; Crawfor 
McGregor steel shaft wood clubs, $4. 50 
each; Crawford-McGregor steel shaft 
iron clubs, $3.50 each; Grand Slam 
wood clubs, $4.75 each: Grand Slam 
fron clubs, $3.35 each; U. S._ Royal 
Golf Balls, $6.50 dozen; St. Mungo 
Colonel Golf Balls, $6.50 doz. 


HANDLED HAMMERS.—No new de- 
velopment—sales are normal. 


HAMMERS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
snail hammers, $12 dozen; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, TOOL.—No recent changes 
either in the demand or in prices. 


We  . from jobbers’ stocks, 
f.o.b. Chica; 

Ax Handles. — No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Be and Hammer Handles.— 

90c. doz.; finest second growth 
ag $1.80 doz. 


HINGES.—Jobbers will probably ad- 
vance prices somewhat early in Janu- 
ary. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4 in., 88c.; 5 in., $1.16; 6 
in., $1.40; Ye $2. 25; 10 in., 33 62 per 
doz. -+ dys xtra heavy  Y hinges, in 
bundles, 4 in, $1.21; 5 in., $1.49; 6 in., 
$1.70; 8 in., $2. 55; 10 in., $4.10 per doz. 
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The Remington Weekly Letter 


Advance on 


On January 1, 1928, we advanced our prices on 
the entire line of rim fire metallic ammunition five 


per cent. 





We also made a slight advance in the list of Nitro 
Express shells. This, you know, is the heavy load. 





There was no change in price on center fire am- 
munition or on other loaded shells. 





We will make no further changes in prices at 
present, but, as a matter of fect, there should be a 
number of revisions of. lists in ammunition and 
loaded shells. 





For some time past we have been making a very 
careful study of our selling prices in relation to 
costs on ammunition. We heve found that the 
selling price of rim fire ammunition was all out of 
line compared with the cost. In plain, simple lan- 
guage, we have been eelling rim fire ammunition 
entirely too low. This line has not carried its share 
of the burden of selling expense and overhead. 





We also found that the lists on Nitro Express 
shells—the heavy loads—were not in line, from a 
cost standpoint, with the other loads. This advance 
in list is simply to make a proper adjustment. 





The trade will remember that just a year ago 
there was a drastic reduction in the price of metallic 
ammunition and loaded shells. This reduction, 
strange to say, was made just at the time when we 


Ammunition 


were bringing out at considerable expense in manu- 
facturing, for patents, advertising, etc., the Klean- 
bore line of rim fire ammunition. Not only was 
the price reduced, but with this improvement in 
ammunition we were actually selling a smokeless at 
the same price as the lesmok cartridge. We suf- 
fered two ways: one from reduction in price and 
the other from an increased cost in manufacturing. 


The above small advance is a gesture in the di- 
rection of adjusting matters. 





We are free to say, however, that in the study of 
costs as compared with selling prices, we are inter- 
ested to note a number of irregularities. It may 


surprise you to know that some sizes have been sold 


without any profit whatever and others at an actual 
loss. I am advised that the basic lists on ammu- 


nition have not been revised for some forty years. 
A revision at this time would seem to be logical, but 
for the present we have decided to take no further 
steps in the direction of improving the situation 
other than those outlined above. 





Detailed information about the above advances 
has been mailed to all of our jobbing distributors. 


We have had a number of requests for reprints 
of these News Letters, to be distributed to salesmen 
and others. We shall be glad to supply any of our 
customers with copies upon request. 


a, 


President 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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HOCKEY STICKS.—There is a fair 


seasonal demand. 

We quote from jobbers’ stocks, 
f.o.b, Chicago: Boys’ Hockey stick, 
$2 doz.; Youth’s Hockey stick, $4 doz.; 
College Hockey stick, $8.25 doz.; Pro- 
fessional Hockey stick, $20 doz.; prac- 
tice pucks, $2.25 doz.; official pucks, 
$3.50 doz. 


ICE SKATES.—The heavy holiday de- 
mand has left jobbers’ stocks in fair 


shape. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
men’s and boys’, bright finish, 75c. 
pair. Half Key Clamp, Rocker. 
women's and girls’, $1 pair; Key 
Clamp, hockey, men’s and boys’, $1.20 
pair. Half Key Clamp, hockey 
women’s and girls’, $1.40 pair. Tu- 
bular skates, men’s or women’s, 
racer or hockey, $5.50 pair. 


LANTERNS.—There is a fair volume | 


of fill-in orders being received. 
We quote from jobbers’ stocks, 
f.o.b, Chicago: Long or short globe 
tubular lanterns, $13 per doz. net. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—The demand is steadily 


increasing as the season advances. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 4 
qt., $8 each; No. 31, 6 qt., $8.65 each; 
No, 35, 8 qt., $9.50 each. 


NAILS.—There is a normal volume of 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.80 per 
square; best grade tale surfaced, 
$2.05 per square; medium tale sur- 
faced, $1.05 per square; light tale 
surfaced, 85c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—Christmas buying 
has been very good this year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 dozen: 
No. 214, $12 dozen. 

New Handled Casseroles. — Round. 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per dozen: 
No. 209, $7.20 per doze.n 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.: No. 
232, $14 doz. 

Iced Tea Sets.—$14 per set. 


ROPE.—Manila price declines a cent 


| and a half, effective Jan. 1. 


orders and prices are well maintained. | 


We quote from jobbers’ stocks, 
f.o.b. Chicago: lLec.l. quantities com- 
mon wire and cement coated nails, 
current lL.c.l. stock orders, $3.00 per 
keg base, Dec. 1, 1927, extras. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila standard 
brand, 22c. to 24%c. per lb.: No. 2 
Manila, 2lc. per lb.; No. 1. sisal, 
144%4c. to 16c. per lb.;: No. 2. sisal, 
13%,e. to 15¢c. per Ib. 


SAWS.—Prices are firm and sales are 
fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Circular cord wood, 
20 in., $2.20 to $3; 22 in., $2.64 to $4; 
24 in., $3 to $4.50; 26 in., $3.50 to $5; 
28 in., $4 to $6; 30 in., $4.75 to $6.50. 


| SASH CORD.—The demand is light at 


-PAINTS AND OILS.—There are no | 


price changes and sales are seasonal. | 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil, Raw.-—Barrel lots, 89c. 
per gal.; 5 barrel lots, Séc. per xal. 

Linseed Oil, Boiled. — Barrel lots, 
92¢. per gal.; 5 barrel lots, 89c. per 
gal. 

Denatured Alcohol. Zarrel lots, 
68%c. per gal.; steel drums, extra $6, 
returnable. 

Turpentine. — Drum lots, 6%c. per 
gal. net. " 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, 6.75; 25 Ib. lots, $3.40; 124% 
Ib. lots, $1.75. 

Shellac.—(4'% Ib. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 

Dry Paste.—Barrel lots, 7T4c. per 
ib. ‘ 


PREPARED 
very quiet with no price changes. 


as AYBE you are on the wrong track” is the head- 

ing given to an advertisement which appears in 
‘HarpwareE Ace from time to time and it strikes the 
writer as being an ideal title for an advertisement. How- 
ever, it should make us not only think of it in this, the 
advertising sense, but it should cause us to connect the 
thought with our organization as a whole. 

We all realize that this is an appropriate time of the 
year at which to consider our plans for the coming year. 
Nineteen hundred and twenty seven has possibly been a 
most prosperous year for us, but it is gradually draw- 
ing its curtains over the events that have taken place 
during the year whether they have been favorable or 
We must therefore begin to think of clos- 
ing our books for the year and begin a new year with 


otherwise. 


greater anticipation. 


ROOFING.—Sales are 


| 


this time and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.90 per doz. hanks; No. 8, $8.90 per 
doz. hanks. 


SASH PULLEYS.—Prices are un- 
changed and sales are light. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
hdc. per doz.; barrels, 50c. per doz.: 
Common Sense, 2 in., 55¢, doz.; bar- 
rels, 50c. doz.: No, 110, 50¢. doz.i 
barrels, 45c. doz, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-35 per cent: round head, 
brass, 72-20-35 per cent: flat head. 
brass, 7214-20-35 per cent: round 
head, brass, 70-20-35 per cent. 


SKIS.—There is a faiy seasonal de- 
mand following the holiday activity. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 5 ft. Norway Pine 


Resolutions 


our resolutions. 


tion. 


Whether our business has been favorable or not we 
can, I think, profit during the coming year by carefully 





skis, $1.05 per pair; 5 ft. mahogany 
finish Magnolia skis, $1.60 per pair; 
5 Po Northern White Ash, $1.85 per 
pair, 


SLEDGES AND WEDGES.—Prices are 


firm and sales are fair. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Striking or black- 
smiths’ sledges, 5 lb. and heavier. 
10c. per lb.; common wood chopper’s 
wedges, 7c. per Ib. 


SOLDER AND BABBITT.—Prices are 
| unchanged this week and the demand 


| is fair. 


We quote from _ jobbers’ | stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $38.60 per 100 lb.; medium 
45-55 solder, $35.60 per 100 lb.; tinners 
40-60 solder, $33.15 per Ib.; high 
speed babbitt metal, $20 per 100 Ib.: 
standard No. 4 babbitt metal, $13 
per 100 Ib. 


STEEL SHEETS.—The market 
strong but unchanged. 

We quote from jobbers’ stocks. 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 lb.; 28 gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, FURNACE PIPE AND 
ELBOWS.—Sales are good and prices 


| are unchanged. 


| WRENCHES. — Manufacturers claim 
the bottom has been reached on pipe 
| wrenches, They may be higher later. 


SCREWS.—Present low prices are | 
causing a fair volume of business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage, 6 in., Blued 
Stovepipe, 13c. per ft.; 28 gage, 6 in., 
Corrugated Elbows, $1.45; per doz.; 
17 in. Galvanized Coal Hods, $4.85 
per doz.; 17 in. Competition Coal 
Hods, $4.35 per doz. 


TRAPS.—Orders are not quite so good, 
but still are better than is usual at this 


season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 0, $1.10 per doz., 
No. 1, $1.38 per doz.; No. 1%, $2.44 
per doz.; No. 2, $3.36 per doz. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Agricultural wrenches. 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new iist;: Stillson 
wrenches, 70-10 per cent discount; 
Trimo, 70-5 per cent discount. 

Snapon Wrenches. — Radio and 
electrical sets in metal cases, $2.75: 
No. 101, Master Service Set, $13.75: 
No, 202 Heavy Duty Set, $8.80: No. 
404 Flexible Socket Set, $8.80; No. 608 
Crankease Drain Plug Socket, $3.20: 
No. 90 Square Socket Set, $3.70: No 
1817 Giant “Snap-on” with extra 
heavy duty ratchet, $27.35. All Snap- 
on Wrenches less 33% per cent dis 
count. 


studying that title about being on the wrong track. With 
the spirit that prevails about this time of the year, and 
knowing of the little time remaining in which to locate 
this right track, we would do well to make this one of 


We should go back over our business relations for the 
past year, of the new friends we have made and the wav 
in which the new as well as the old friends have con- 
tributed to our success. If while considering these factors 
we discover something wrong in our system or our man- 
agement let us pause 
off the wrong track” 
determined to keep and profit by this important resolu- 


and make one resolution “to get 
and begin nineteen twenty-eight. 


Cuartes L. CHREST, 
2204 Elsinor Avenue, 
Raltimore, Md. 


(Reading matter continued on page 68) 
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We 
shall protect 


our good name 
and the consumers of our products! 








HE best thing any business can have is a good name— 
reputation. It is so valuable an asset, that no amount of 
inventory can be compared with it. 


For some years there have been certain manufacturers of door 
hardware who have deliberately traded on the good name of the 
Richards-Wilcox Mfg. Company. They have imitated our 
products, packages, and even the numbers on our labels. 


They haven't attempted to match our quality; but because their 
goods are imitations and sold at cut prices, they have found 
certain distributors, who were willing to cooperate with them 
unfairly in trading on our good name. The identity of the goods 
was concealed by omitting the maker’s name, and marking 
them, ‘‘Made for .”’ In outward appearance the merchan- 
dise was identical with ours. 





We determined to protect our trade and the public. An injunc- 
tion was secured forbidding this deception. The injunction was 
violated, and a fine for contempt of court has recently been 
imposed on the offender. 


Let this be our notice to manufacturers, jobbers, dealers, and the 
public that we will continue to protect our good name to the 
full extent of the law. 





We have spent millions of dollars to build that name; it stands 
in the front rank in its line. The courts have protected us in this 
specific case; the precedent thus established is sound. 


RICHARDS-WILCOX MFG. CO. 


« 


f 
‘ 

W. H. FITCH 
‘President and General. Manager 








(43) 
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Pittsburgh Busy with Se O 
Important Price Changes—Collections 


(Pittsburgh office of HarpDwarp AGp) 

PITTSBURGH, Jan. 3.—The hardware trade is in the: familiar position 
to this particular period, with retailers and jobbers alike taking inven- 
tories and laying plans for a new year and real business for the moment 
shelved. Jobbers’ salesmen are generally off the road and the retailers 
seemingly have not the time for, or the need of, goods to send orders by 
mail. The inventories are low, perhaps by intent, since most business 
men who have to make a statement to their banks at the beginning of 
each new year. The financial checkup of the year’s business is fair. 
In looking ahead the average opinion is that the prospect is good. 

It is probably a safer prediction that 1928 will be as good as 
1927 and that in general characteristics the business of the two years 
will be the same. 

No important price changes have marked the opening of the new 
year. As to collections, the retailers who discount their bills continue 
to do so and those who do not are slower than ever in making payments. 





AUTOMOBILE ACCESSORIES.— No. 764 .........+.. 1.22 1,14 

: Pee i ei peees 1.22 1.14 

There is not as much activity as re- i | a eeeeeehe: 1.40 1.30 

cently in the seasonal items as there net I ahaa -s eH 

was recently, but the weather is the Sees 3.17 

: +4. : [She 7 ERS aaa 142 139 
dominant factor, and it is much milder ge TNS ek 0 3644 


and the snow and ice are going. Job- 


bers quote: 
Alcohol.—In barrel lots, 49c. to 57c. eg es 935, 9%c. each; 
nubeuiete No. 950, 9%c.; No. 790, 18%c.: No. 


er gal. 
tenentn Ean. dren O08 we 705, 28c.; No. 750, 18%c.: No. 761, 25c. 
gels 30-gal. drums, $2.30; 3-gal. cans, oa'att Shot.—No. 1461, $1.67; No. 1661, 


No. 6 dry cells, ignition type unit 
package, 32%4c. each. 


Prestone.—Eveready, $3.60 per gal. 
Chains.—Lots of 1 to 9 pairs, 30 per 
cent off list; lots of 10 to 49, 35 per 
cent off list; lots of 50 or more, 40 


BUILDERS’ HARDWARE.—A fair 
number of jobs is being figured on, but 


resort to express shipments to keep up 
with their orders. They quote: 

Victor, No. 0, $1.10 per doz.; No. 1, 
$1.38; No. 1%, $2.44; — 2 $3.36; 
jump, No. . $1.59; No. $1.83; coil 
spring, No. $1.28; Ghbbs, 2- trigger, 
$5 per doz.; gh grip No. 1 
No. 2, $3.35; No. 3, $5.50; No. 36. 70. 


HEATERS.—tThere is a fair demand 
for both oil and gas heaters; sales 
would be heavier if the weather was 
colder. Jobbers quote: 
Oil Heaters.—According to size and 
style, $3.75 to $6 each. 


Gas Heaters.—Radiant type, $9 to 
ce reflector type, $2.25 to 


HEATING ACCESSORIES.—Next 
year’s prices on stove pipe and elbows 
are out and show a reduction of 10c. 
per grate on pipe and 5c. per dozen on 
elbows. Good demand continues for 
radiator and register shields, but in 
other items the season’s requirements 
have largely been supplied. Jobbers 
quote: 
Stove Board.—Square, wood lined, 
24 in., $12.60 per doz.; 28 in., $18 per 
doz.; 30 in., $20 per doz.; 36 in., $29 
per doz.; paper lined, 24 in., $7.50 per 


doz.; 28 in., $9.50 per doz.; 30 in.. 
$10.80 per doz.: 35 in., $16.20 per doz. 

Stove Pipe and Elbows.—First qual- 
ity nested stove pipe, 3 in., $2.75 per 
crate; 4 in., $2.90; 5 in., $3.11; 6 in., 
$3.57; 8 in., $4.17; elbows, corrugated, 
3 in., $1.01 per doz.; 4 — 5 in., 











per cent off list. 
Freezmeters.—Best, 60c. each; good, 


5c. 
Hydrometers. — Standard makes, 
65c. each. 


AUTOMOBILE TIRES AND TUBES. 
—Business is slow, and even the sug- 
gestion that the advance in crude rub- 
ber may result in higher tire and tubes 
prices is ineffective in stimulating pur- 
chases. Jobbers quote popular sizes 
of tires and tubes carried by the hard- 
ware dealers. 
Casings.—High pressure, cord, 30 
x 3% in. clincher, $6.10 each; same, 
extra size, $8.30; 31 x 4 in., $13; 32 
x 4 in., $13.80; 33 x 4 in., $14.50; 32 
x 4% in., $18.75; 33 x 1% in., $19.50; 
34 x 4% in., $20.20; 33 x 5 in., $25.50; 


balloon, 29 x 4.40 in., $9.15: 30 x 5 
in., $133 5° So 30 x 5.25 
. é . vim, 


in., $20.40; 32 x 6 in. 20 in. rim, 
$21.10: 21 in. sin. $21.80 


Tubes.High pressure, tan, 30 x 
3% é2. sry $1.60 each: 31 x 4 


gray tubes sell 15c. to 50c. less: bal- 
loon, gray, 29 x 4.40 in., $1. . 30 x 5 
in., $2.25; 31 x 5 in., $2.30; x 5.25 
in., 20 in. rim, $2.55; 21 in. A 32. 65; 
30 x 5.77 in., $3.10; 32 x 6 in., $3.10; 
33 x 6 in., $3.35. 


BATTERIES.—Demand for radio dry- 
cell batteries is steady, and there is 
little or no variation in the volume. 


Jobbers quote: 
Packages aie 
nit 


roken 
A AIR. -siveweswewse $1.05 $0.97 
Ma C6: «sees 3.85 3.33 
3 





actual business still is light. Prices are 
firm. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
a3. in. x 3% in., $19; 4 in. x 4 in., 


Hinges.—Heavy strap, 6 in ey 
per doz.; 8 in., aes: 10 in.. ” $4. 
extra heavy, T, as $2.30 per i 
8 in., $3.40; 10 ‘$6. 40; light strap, 
with’ screws, Ah one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, T, 3 in., $11 per 100 
pair; 4 in., $12.60. 

Hasps. — Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4% in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3.10 per set. 


BOLTS, NUTS AND RIVETS.—Manu- 
facturers report a good volume of first 
quarter contracts and somewhat heav- 
ier specifications, but the general de- 
mand is no tax upon the productive 
capacity. Jobbers report very moderate 
sales. Prices are firm, with jobbers 
quoting: 
Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 50 and 
10 per cent off list. 
Nuts.—All styles, 60 to 62% per 
cent off list. 
Rivets.—Large, $3.50 base per 100 


pieces: small wagon and _ tinners’ 
rivets, 60 per cent off list. 


GAME TRAPS.—And still the demand 
keeps up, with jobbers still obliged to 


Reading matter continued on page 70 


noted in prices. 





$1.30; 6 in., $1.42; 7 in 

Dampers and Flue Rings.—Damp- 
ers, 3 in., $1 per doz.; 4 in., $1.10; 5 
in., n in., $1.35; 7 in., $2; flue 
Pe 3 in., $1 per doz.; 4 in., $1.25; 

, $1.90; 6 in., $2.20; 7 in., $2.75. 

ols Hods.—Galvanized, ha in., 7 30 
per doz.; 17 in., $4.75; 18 in., $5.25 

Coal Chutes.—Black, 8 ft., $6 each: 
10 ft., $7.50; 12 ft., $9. 

Fire Shovels.—Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned, 60c. to $1.10; 
galvanized, $1.10. Never Break No. 
10, $4.25; No. 16, $4.60; No. 20, $4.80. 

Furnace Scoops.—No. 150-B, $7.50 
per doz.; No. 80, $4.80; No. 81, $4.20. 

Gas Connections.—Lead, 12 in., 24c. 
each; 18 in., 28c.; 24 in., 33c.; 30 in., 
38c.; 36 in., 45c. Flexible’ steel’ tubing, 
3 ft. lengths, iGc.; 4 ft.. i6e.: 5 ft.. 
18c.: 6 ft., 22c. Cloth inserted tubing. 
5e. per foot. 

Register and Radiator Shields.— 
Register shields, floor, $12 per doz.: 
wall, $6 per doz.; radiator sheet steel 
adjustable, No. 1. 4g each; No. 
$4.50; No. 3, $5; 4, $5: No. 
$5. 50; No. 6, $6 jist. “‘gutehoct to deal. 
ers’ discount of 331%4 per cent. 


PAINTING. SUPPLIES.—No change is 
Demands are in keep- 
ing with the time of year when con- 
sumption is low and dealers are making 
ready for a new year. 
ness does not yet amount to much. 


Price to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2; white lead, 13%c. 
per Ib. in 100-lb. lots; 10 per cent less 
in lots of 500 lb. or more and extra 4 
per cent less in lots of a ton or more: 
turpentine, 69c. per gallon in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barre! lots. 





Advance busi- 
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G S. LINES 
GENERAL HAROWARE 
£) MINN 


Colusbian Rope Company, 
Audurn, Sew York 


Gentienen,- 


Ge have bandied Columian Rope for the past 
teenty years and nave found it paye to handle s good 
rope. 


think very @uch of the Tape-uarker and 
p we need 


we 
genre Qod have found thut it be the hel; 
® welling good rope. 


Pith our experience 
Warked Rope,ve sould advise ve nte wie to 
tocresee their sa! rope ¢ Columbian Rope. 


On All Sides 


Excellent testimonial letters from Hardware Dealers inform us that they 
have built up a profitable business in their rope department by selling only 


Columbian Tape-Marked Pure Manila Rope 
“The Guaranteed Rope”’ 


These letters also point out the fact that Columbian, containing’the manu- 
facturer’s signed Guarantee on the red, white and blue Tape-Marker, is an 


easy rope to sell. 


Hardware Dealers can make their rope department show a good profit by 
featuring the Columbian Tape-Marked line. Ask your jobber for this Guaran- 


teed Rope. If he cannot supply you, write to us. 






Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 





Branches: New York Chicago Boston New Orleans 





ecarertnaaiasinpestentece “erp onsitesr cities 
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* quiet two months. 
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SKATES.—Fairly good demand is 
noted for ice skates, but call for roller 
skates ceased with the passing of 
Christmas. Jobbers quote: 

Roller Skates.—Union Hardware Co. 
line, No. 2, 70c. per pair: No. 3, 75c.: 
No. 10, $1.05: No. 6, $1.55: Winslow 
line, No. 38%, $1.50; No. 38, $1.60; 
No. 38, rubber-tired, $2.50 per pair. 

ice Skates.— Winslow line, No. 2110, 
65e. per pair; same, L. S., $1.12: No. 
2120, $1.20; same, L. S.. = 50; No. 
2140, $2.20: same, L. S., $2.50 

SLEDS.—Fairly good demand still is 
noted, but the sales are active only 
when there is plenty of snow, and just 
now there is not much snow. Jobbers 
quote: 

Flexible Flyer, No. 1, $3.75 each; 
No. 2, $4.75; No. 3, $6: No. 4, $6.50, 
subject to dealer's discount of 33% 
per cent; Lightning Guider, No. 19, 
¥1 each: No. 20, $1.20; No. 21, $1.40; 
No. 22, $1.60 net. 





| 


WEATHER STRIPPING.—There is | 
still a call for stripping, with metal | 


goods showing up more strongly in the 
sales than other kinds. Jobbers quote: 
Meta-Felt, ™% in., $19.50 per 1000 
ft.; % in., $26 per 10 ft.; cushion, 
all felt. No. 18, $2.40 per 100 ft.: No. 
19, $2.85 per 100 ft.; No. 20, $3.25 per 
100 ft 
Burfo, hard bronze. 3 and 4 ft. 
lengths, 5c. per ft. net. Numetal, 
5c: per ft. 
WINDOW VENTILATORS.—This line 
usually sells well during the winter, 
and the present is no exception to the 
rule. Jobbers quote: 


No. 01, $4.40 per doz.: No. 02, $4.80: 
No. 1, $5.20; No. 2, $5.60; No. 3, $6.40. 


WIRE PRODUCTS.—Not much activity 


is noted either in current requirements | 


or those for the early part of the year. 
We quote from Pittsburgh jobbers’ 
stocks: 

Fence Wire 

(per 100 Ib.) 


Nos. 6 to 9 gage...... $3.00 3.45 
EES jad ub Oh.0 4000 oon 3.05 3.50 
A  osin fixb.o hsb nae sae 3.10 3.55 


Annealed Galvanized | 


he a ES erraae 3.15 3.65 
DUGMES Swan sae barns sem 3.25 3.80 
Se” RSS reer 3.35 4.00 
Ty) EERE era 3.55 4.25 
MOOT OP Wik s nawinted on sea 3.75 4.45 
Barbed wire (per 80-rod “spool) : 
S-Pe ND. 655.5.s sca ssbtvaedaee $2.90 
Pee DM . Set 6ndscansnsouaows 3.10 
Oe Peres 3.35 
RGR, ANE: ess Girne i che daneee 3.10 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods): 
PRES ore err $39.00 
2. RSA ere Se 54.75 
SORE) he eG so 5 sete sald gs hx Sas 5-0 27.10 
SPO nis Fics 5 wa bia se elena Oa Re 36.15 
OS EP Sere eas eee or ee ere 35.00 
Se J eS cee ro re 48.25 
Poultry: 
Se errs eee: $35.60 
EE 6 Sehins cas atatecekwe ease 43.00 
PO 2.20053 54 he Uae te es ss 48.50 


Steel Fence Posts: 
Galvanized, Painted, 


Tubular Formed 
Sefer et ere ten Oe 
a. create sae 55c. each 38c. each 
7 We Gan wane ee 65c. each 4c. each 


hs Oe ere Oe ee 45c. each 
Bright nails, base, per keg, $2.85. 


Inventory Taking Has Engaged the Attention 
of New England Hardware Dealers Recently 


(Boston Office of HARDWARE AGE) 


BOSTON, Jan. 3.—The past week was given over very largely to in- 
ventory taking both by the jobbing and retail trade of New Englana. 


Little attention was paid by jobbers to price changes. 


If any were 


made no report of them is had. Further evidences are had of: a gen- 


erally good business by 


retailers prior to Christmas. 


Some of them 


were obliged to keep open longer than anticipated on Christmas eve 


so great was the desire of people to buy merchandise. 


In quite a num- 


ber of instances, however, retail dealers reported very small sales of 


sleds. 


That fact unquestionably was due to a Jack of snow. 


It is felt 


there is still much time left in which to get rid of sled stocks, provided 


we have snow. 


sales, business in all kinds and makes of ice 


In contrast with the disappointment felt over sled 


skates, snow shoes, skis 


and that class of goods exceeded the expectation of the average retail 
dealer, as did sales of the general line of holiday goods such a toys, 


bottles, cutlery, etc. 


Jobbers cleaned up well on holiday merchandise. 
Report still has it that retailers are slower than 
This lack of initiative on the part of the re- 


ever in buying futures. 


They ‘anticipate a 


tail dealer is not due to any misgivings regarding future business, but 
because it is felt unnecessary to tie up money in merchandise before it 
is actually needed. The whole structure of the jobbing business has 
undergone a radical change the past few years and there is nothing 
which indicates it will return to the old order right away. 


AIR MOISTENERS.—There is a small | 


| 


yet steady retail call for air moisten- | 


ers. More and more of them are used | 


each year. 
We quote from Boston jobbers’ 
stocks: 
Air Moisteners.—Silver colored, $6 
per doz. net; gold colored, 
AXES AND HANDLES.—Although not 
moving as freely as a month or so ago, 
axes and handles are constantly sell- 
ing. The stability of prices over a long 
period of months unquestionably has 
created buying confidence among retail 
merchants. 


We quote from Boston jobbers’ 


stocks: 
Axes. — Standard makes. without 
handles, $14.50 per doz. net. The 


usual extras for weights and handles 
obtain. 

Handles.—Single bit. Woodsman’s 
Pride, 28-in., $7 per doz. net: New 
York, 30-in., $6.40, 32-in., $6.40: Sun- 
flower, 32-in., $4.86. Northern New 
York pattern, Triumph, 30 and 32- 

in. $5.30 per doz. net: Hercules, 30 

ai 32-in., $4.76: Success, 30 and 32- 

$4.05: Eagle, 30 and 32-in., $2.97. 

Fre neh pattern, Triumph,  28-in., 

$5.67; Hercules, 28-in., $5; Success, 

28-in., $4.16. 
BARROWS.—Jobbers have taken some 
forward business in garden barrows, 
but sales are somewhat behind those 
of 2 year ago. 


We quote from Boston jobbers’ 
stocks: 

Barrows.— Garde on, standard, No. 4, 
wood wheel, 75 each net: No. 4, 
steel wheel, $5.50: No. 5, wood wheel. 





"w 


$6.25; No. 5, steel wheel, $6. 
Reading matter continued on page 72 


| BUTCHERS’ 


WAX.—Retail dealers 


| keep picking away at butchers’ wax 


and similar merchandise. Their ability 
to secure stock almost on a moment’s 
notice checks any tendency to carry 
large stocks, consequently dealers or- 


| der often. 


We quote from Boston jobbers’ 
stocks: 

Butchers’ Wax.—Floor, 1 Ib. cans, 
50c. each net; 2 Ib. cans, $1.02; 4 Ib. 
cans, $1.92; 8 lb. cans, $3.84. Liquid 
half pint containers, 34c. each net; 
pint containers, 53c.; quart con- 
tainers, 94c. 

CARPET BEATERS.—Among the 
many kinds of hardware that will be 
ordered within the next month or so 
will be carpet beaters for the annual 
spring house-cleaning trade. 

We quote from Boston jobbers’ 
stocks: 

Carpet Beaters.—No. 11, tin, $2 per 
doz. net: No. 12, $1.50. 

CLOTHES LINE.—Small individual 
orders for clothes line are noted each 
week. Sales of cotton kinds are per- 


| haps more active than of wire. 


We quote from Boston jobbers’ 
stocks: 

Clothes Lines.—Cotton, twisted. 
$3.50 per doz. net; braided, $3.60. 
Wire. No. 19, $4.50 per doz. net; No. 


| 18, $5.40. 


| CLOTHES. PINS.—Although a small 
| item with the average retail hardware 
dealer, there seems to be a steady pub- 
| lie call for clothes pins. 
| We quote from Boston jobbers’ 
| stocks: 
Clothes Pins.—Daisy, $1.50 per box 
net; Moore’s spring, 62c. per gross. 
| COTTON GLOVES.—The recent reduc- 
tion in the price of cotton gloves has 
| stimulated the demand for such mer- 
| chandise. Revised prices follow: 


We quote from Boston jobbers’ 
stocks: 

Gloves.—Cotton, with Jersey wrists, 
No. 402, $2 per doz. net; No 402B, 
$1.90; No. 408, $2; No. 410, $3.75. 


| 
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Standard Speed Wagons help 


you beat the competition 
that wants to beat you. Try 


one out today. 
REO MOTOR CAR CO., Lansing, Mich. 


longer life hold your ex- 
penses to the minimum. 


spite today 




















you a wider delivery range. With quicker 
acceleration and 4-wheel brakes, it creates 
good will through prompt deliveries, de- 

















Trucking Need 


for JANUARY 5, 
JUNIOR 
Capacity up to one-half ton, Chassis $895 








MASTER 
Capacity up to two tons, Chassis $1645 











STANDARD 


Capacity up to a ton and a half 
In 2 wheelbases, at $1345 and $1445 


HEAVY DUTY 
Capacity up to three tons, Chassis $2105 
Prices at Lansinz 
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store—the electric shop—are only a few 
of the competitors that now split hardware 


profits with the hardware 


The drug store—the “Nickel and Dime” 
merchant. 


you the edge on this new 
With greater 6-cylinder speed 
and power, the Standard 
Speed Wagon makes possible 
more customers by giving 


Standard Speed Wagons give 
competition. 
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With flannel wrists, No. 839, $1.25 
per doz. net; No. 641, $1.44; No. 642, 
$1.75; No. 873, $2.20. With leather 
front, knit wristers, No. 322C, $4.50 
por doz. net; No. 213, $3.25; No. 327, 


CULTIVATORS.—Along with garden 
tools in general, jobbers have practical- 
ly rounded up their regular customers 
for cultivators. Prices, as compared 
with a year ago, are practically un- 
changed. 

We quote from Boston jobbers’ 
stocks: 

Cultivators. — No. AC43,_ three- 
prong, $6.90 per doz. net; No. AC45, 
five-prong, $9.85; No. AC83, 8-in, han- 
dle, $4.45. 

DRY MEASURES.—Dry measures are 
among those items seldom reported or 
commented upon by jobbing houses, yet 
there is a steady call for them. The 
aggregate weekly sales just at this 
time are naturally not heavy, however. 

We quote from Boston jobbers’ 
stocks: 

Dry Measures. he 1-qt., $2.80 
per doz. net; 2-qt., $3.47; 4-qt., $5.20; 
8-qt., $6.52; half nig $13. 33. Sets, 
$31.33 per doz, net. Above goods are 
not varnished. 


FREEZERS.—Jobbers have made some 


inventories. 


cessories, etc. 


effort to round up orders for freezers, 
‘ and will make additional efforts during 
the next month or two. 
far have been somewhat disappointing. 
With Christmas and inventory taking 
out of the way, the freezer market 
should grow more lively. 


We quote from Boston jobbers’ 
stocks: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6.30 each; 8 at., 
$8.20 each; 10 qt. $10. 75 each; 13 at., 
$14 each; 15 at., $17 each, and 20 at., 
$21.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 at., 
$4.65 each; 4 qt., $5.75 each; 6 at., 
$7.25 each; 8 gqt., $9.35 each; 10 at., 
$12.50 each. These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

White Mountain Freezers. — 2 at., 
$5:65 each; 3 qt., $6.75 each; 4 at., 
$8.25 each; 6 qgt., $10.45 each: 8 at., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are sub- 


Bookings so 





ae to dealers’ discount of 50 per 
cen 

ae Vacuum Freezers.— No. 1. 
$3.33 net; No. 2,-$4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright, galv., 
tapered, 2 qt., $8 per doz.; same 
size, enameled-galv., $10 per doz.; 
4 qt. size, enameled-galv., $18 per 
doz., and 1 qt. size, Junior enameled, 
$4.80 per doz. These are net prices 
to dealers. 

Arctic Freezers. re ets $4: 2 at., 
$4.60; 3 qt., $5.55; ‘$6.80; 6 at.. 
$8.60; 8 qt., $11.10; ‘0° ‘at., $14.80; 12 
at., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 

Everybody’s Freezers.—No. 01, 1 at., 
$4.00; No. 1, 1 3 $5.50; No. 2, 2 at., 

: No. 3, 3 at. $8.00, and No. 4, 
4 qt., $9.00. “sii gray enameled. 
These are list prices subject to deal- 
ers’ discount of 33% per cent. 


current call for stock. 


We quote from Boston jobbers’ 
stocks: 

Lanterns.—Oil, Monarch, No P 
per doz. net; with ruby globe, $7 
Blizzard, No. 2, $13; D-Lite, $13; bit: 
tle Wizard, $8.50. Mill lanterns, 
$24.75 in lots of three dozen; Beacon, 
$31.50; Driving, left hand, $17.50; 
roadster, wagon, left hand, $17.25. 
yasoline, No. L327, $5.25 each net; 
No. L427, $6; poultry house lantern, 
$7.50. Hy-Lo, $7.50 per doz, net. 

Globes.—Blizzard, Fitzall, in less 
than five dozen and in five dozen 


lots: 
Less Five-Doz. 
$1.10 


Blizzard, locknob ...... $1.25 

SPE. Wins bic t-oh viedw Gwe’ 1.30 1.15 
ee Sa ere 3.25 3.00 
Little Wizard .......... 1.15 1.00 
Junior Blizzard ........ 1.20 1.05 


LETTER BOXES.—Some buying of 
letter boxes is reported. The big buy- 
ing movement should develop before 
long, however, because many boxes 
will be required by the public early 
next spring. 

We quote from Boston jobbers’ 

stocks: 


Letter Boxes.— Corbin line, No. 
2417, $8 per doz. net; No. 2406, $8.65; 
No. 2416, $12; No. 2418, $12: No. 2, 
$14.50; No. 4, $18; No. 2437, $15.40. 

/ 





NEW YorRK, Jan. 3.—Hardware jobbers in this territory are de- 


voting most of their time and energies to the completion of annual 
Many dealers are starting in to record their stocks. 
Salesmen are making a few calls but many are taking their vacations 
at this time of the year because there always appears to be a nat- 
ural lull as the old year slides out. 
sumer business for electrical appliances, toys, radio and radio ac- 
People receiving money as a Christmas gift are in- 
vesting their gift money in these and other lines. 


There is, of course, some con- 


Practically all wholesale demand is limited to current require- 





ments, all dealers are endeavoring to keep their stocks as low as 


practical until inventory is completed. 


price changes reported, but an 





There are no important 
unconfirmed rumor persists that 


wood screws will be substantially advanced early in January. 


LANTERNS AND GLOBES.—Sales of 
lanterns and globes in 1927 were easily 
on a par with those for 1926. Jobbers 
take a hopeful view of future sales, 
and report a good, although not heavy, 


Hessler rural delivery, $11.50 per doz. 
net. 


will be wanted in the spring. 


We quote from Boston jobbers’ 
stocks: 

Rubbish Burners.—Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 


quite satisfactory. 


We quote from Boston jobbers’ 
stocks: 

Wood Saw Frames.—No. 03, $5.85 
per doz. net; No. 50, $6.50; No. 40, 

Blades.—No. 6, 30 in., $5.20 per 
doz. net; 32 in., $5. 85; No. 11, 30 in., 
$6; 32 in., $6. 65; No. 45, 32 in., $5.50. 

Complete Sets.—No. 150, $12.75 per 
doz. net; No. 150 Champion, $13.65; 
HR $15.55; No. 45, $15.20; No. 111, 


Cross Cut. — ——. . 1% r.. 
+9 80 —_ Bart) $5. 5% ft., 
No. 4% ote y, 60, 8 "ft., $2.95, 


RUBBISH BURNERS.—The compara- 
tively mild and open winter has result- 
ed in larger sales of rubbish burners 
than is usual. Jobbers are securing a 
few advance orders for burners that 


SAWS AND FRAMES.—Saws and 
frames always sell at this time of the 
year. Buying by the individual retail 
dealer is in small lots, nevertheless, 
but all things considered, business is 











3, f., $330. No. 379, 4% ft., $1.95, 
5 ft., $2.18, 5% ft., $2.39 .  Disston, 
one-man, champion ‘tooth, No. 2 fine. 
3 ft., $2.40 each net; 3% ft., $2.80; 
4 ft., $3.20; 4% ft., $3.60. Four- 
cutter, No. D110, 3% ft., $3.80. Dock- 
ing, No. ~ 24-in., $23. 40 per doz.; 
30-in., $31 20. Two-man  Disston. 
narrow Triumph champion, toothed 
No. 286, 4% ft., $2 each; 5 ft., $2.20; 
5% ft., $2.45; 6 ft., $2.6 60. Triumph 
Toledo, No. 598, 5 ft., $2.95 each; 
5% ft., $3.20. 


VENTILATORS.—Ventilators are sell- 
ing every day. Quite a few retail deal- 
ers are very much satisfied with the 
turnover in such merchandise this win- 
ter. 


We quote from Boston jobbers’ 
stocks: 

Ventilators. — Window, sliding 
screen, Continental, No. V937, $4 60 
per doz. net; No. V1537, $6.12. Dia- 
mond E, ie 01, $4.40 per doz. net: 
No. 02, “Ss 0; No. 03, $5.60; No. 1, 
$8.20; No. $5.60; No. 3, $6.40; No. 
4, ob ng No. 5, $8.40. Wurldsbest. 
No. of 4 each net; No. 4, $2.34: No. 
5A, 


Hardware Jobbers Completing Inventories— 


Retailers Buying Only for Actual Requirements 


ANTI-FREEZE SOLUTION.—This has 
been a very active line in the local 
wholesale hardware market. A few 
unexpected warm days slowed up the 
demand for a time, but the trade feels 
confident that anti-freeze preparations 
will continue active until spring. Prices 
are unchanged. Local stocks are only 
fair. Jobbers quote dealers on Eveready 
Prestone in gallon tins $3.60 each, and 
half-gallon tins $1.80 each. List prices 
are $5 and $2.50 respectively. 

AXES.—Orders are fair at present 
time. Stocks are satisfactory and 





prices remain firm. 


JOBBERS’ QUOTATIONS ae RE. 
TAILERS, F.O.B. NEW YOR 
Axes, Jersey pattern, 3% to ‘a Ib., 





Reading matter continued on page 74 
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At the left is illustrated Gold Seal Romanesq Mat No. 9304, with 
light taupe background and No. 9306, with rose background. Below 
is shown Gold Seal Romanesq Mat No. 9300, with light taupe back- 
ground and No. 9302, with rose background. 





: oS Oval Mats 
will sell like Hot Cakes! 


VERY WOMAN who sees these _ Feature the fact that they are abso- 
Romanesg Oval Mats will think __lutely soil-proof. Grease, liquids and 
of several places to use them! They — dirt cannot stain them. 
come in one convenient size—34 x Order Gold Seal Romanesq Oval 
54 inches. The quaint parrot and Matsfrom your jobber while they are 
bouquet of flowers are printed in new! You will find they sell on 
lovely colors on rose or light taupe — sight—and turn a good profit. 


grounds of Gold Seal Jaspé Linoleum. CONGOLEUM.NAIRN INC. 
An exceptional value. Reason- Hardware Division Headquarters 
able in price, sturdy and charming. 1421 Chestnut St., Philadelphia, Pa. 
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$1.82%4 each; 4 to 5 Ib., $1.88 each. 
Box lots extra 5 per cent. 

New England pattern, 3 to 4 Ib., 
31.77 each, 3% to 4% Ib., $1.82% each. 
Dayton pattern, 3% to 4% Ib., $1.82% 
each; 4 to 5 lb., $1.88 each. Box lots 
of Dayton extra 5 per cent. 

Rockaway pattern, 3 to 4 Ib. 
$1.81% each; 3% to 4% Ib., $1.87 
each, and 4 to 414 Ib., $1.92 each. 
Box lots extra 5 per cent. 

Boys’ axes, $1.14 each; box lots ex- 
tra 5 per cent. Boy Scout axes, with 
sheath, $1.18% each; box lots extra 
5 per cent. Boy Scout axe, without 
sheath, $1 each; sheath only, 16% 
cents each. 

House axes, $1.11 each; box lots 5 
per cent extra. 

N. B.—There are 6 axes to a box. 


BATTERIES.—One of the most active 
items at the present time. Prices are 
very firm and stocks apparently are 
adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition type, 

32/%c.; No. 7111, same type, 35%c. 
each, 
B batteries, No. 767, $2.62 each, in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, 
$2.44 each; heavy duty vertical type, 
No. 770, $3. 40 each; in units of 5, 
$3.17 each. Layerbilt. No. 486, $3.59 
each; units of 5, $3.33 each. 


BOLTS AND NUTS.—Prices are un- 
changed and the present demand is con- 
sidered normal for this time of the 
year. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Carriage bolts, 50 and 10 off list. 
Case bolts, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and a at 
50 and 10 off list; larger to 1 by 30, 
per cent off list; 1% to 14%, 30 off hist. 

Coach screws, 50 and 10 off list. 
Case bolts, 60 per cent off list. 

Step bolts, 50 per cent off list. 


BUTTS.—Fair demand, with prices on 
3% by 3% at 19 cents, and in case lots 
18 cents. Local stocks are adequate. 


CARPET SWEEPERS.—Having a nor- 
mal demand at firm prices. Was very 
active in December. Stocks are ade- 
quate. 


JOBBERS’ QUOTATIONS ware RE- 
TAILERS, F.0.B. NEW YO 


Carpet sweepers, abun $3 
each; Universal japanned, $3.50 each: 
Universal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each, 
and American Queen, $4.50 each. 
Sterling, $2.10 each. 


CLOCKS.—Fair sale at the present 
time. Stocks are ample and prices the 
same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Alarm clocks, Big Ben, broken lots, 
$2.29; dozen lots, $2.21; 2 dozen lots, 
2.15; same luminous, broken lots, 
$3. 16; dozen lots, $3.06, and 2 dozen 
lots, ‘$2. 97. Baby Ben and Baby Ben 
luminous take same respective prices. 
Ben Hur, broken lots, $1.76, dozen 
lots, $1.70, and 2 dozen lots, $1.65; 
same luminous, broken lots, $2.46; 
dozen lots, $2.38, and 2 dozen lots, 
$2.32. 

Black Bird, luminous dial, broken 
lots, $1.76; dozen lots, $1.70, and 2 
dozen lots, $1.65. Blue Bird, broken 
lots, $1.22; dozen lots, $1.19, and 2 
dozen lots, $1.15. Sleep Meter, 
broken lots, $1.40; dozen lots, $1.36; 
and 2 dozen lots, $1. 32. Jack-O-Lan- 
tern, luminous dial, broken lots, $2.10; 
dozen lots, $2.04, and 2 dozen lots, 
$1.98. American, broken lots, $1.05; 
dozen lots, $1.02, and 2 dozen lots, 99 
cents. 

Auto clocks, Westclox, plain, broken 
lots, $1.76; dozen lots, $1.70, and 2 
dozen lots, $1.65; same, luminous, 
broken lots, $2.46; dozen lots, $2.38, 
and 2 dozen lots, $2.32. 








ICE SKATES.—Very active as a gift 
item, but lack of outdoor skating has 
slowed up the sale since Christmas. 
There is some retail business reported 
among those who received money as 
gifts. The first prolonged cold spell 
with outdoor skating will probably 
break up available local stocks as in 
previous years. 


JOBBERS’ 4g ap beg J a RE- 
TAILERS, F.O.B. NEW 

aan Hardware line: pent 84e. 

pair: 5624, $1.12; 5624%. $1.44; 

4% $1. b7: ek ta $1.55; Plain Bob, 
40c.; | Nickel Bob, 52c.; 424%, $1.60; 
424%L, $1.93. 

With shoes: No. 90 and 90L, $5.25; 
290 and 290L, $6; 295 and 295L, $6.50; 
212 and 213, $4: 95 and 95L, $5.65. 


LANTERNS.—Very steady sale. Prices 


firm and stocks in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 

Lanterns, Hylo, 624%c. each; Victor 
white globe. 66%c.; Victor ruby globe, 
83%c.; Blizzard, No. 2, $1.08%; 
Monarch, white globe, 66%c.; Mon- 
arch, ruby globe. 83'%c.: Little Wiz- 
ard, 75c.; D-Lite, $1.08%; D-Lite 
with large fount, $1.19; Sport, 46c. 

Junior Wagon, $1.50; Buckeye Dash 
Lamp, $1.16%. and No. 39. Railroad. 
$1.58%, and No. 30, Beacon, $2.62% 
each. 

N. B.—On all except Hylo an al- 
lowance of 25c. per dozen is made on 
orders of three dozen or more. 


SASH CORD.—Prices the same. De- 
mand light. Stocks considered satis- 


factory. 
JOBBERS’ ng gph | TO RE- 
TAILERS, F.0.B. NEW YORK: 


Sash cord, Sameon scsi No. 8, 70c. 
to 72c.; Aetna No. &. 3l1c., and Phoe- 
nix No. 8, 38c. to 39c. 

No. 7 is 1c. higher and No. 6 is 3e. 
higher on all brands. 


SCREWS.—We are unable to confirm 
at press time the persistent rumor that 
wood screws will advance early in 
January. At press time no definite in- 
formation was available, but the ru- 
mor continues. Demand is normal with 
stocks adequate. 

’ JOBBERS’ QUOTATIONS To RE- 

TAILERS, F.0.B. NEW YOR 


Screws, flat head, bright oe 75- 
20-50-5; round heads, blued, 72%-20- 
50; round head iron, nickel plated, 
65-20-50; flat head, galvanized, 60-20- 
50; flat head, brass, gale: round 
head, brass, 70-20-50 These dis- 
counts apply to standard screw lists. 


SLEDS.—Like ice skates, 
very active during the gift selling sea- 
son. Lack of snow in this section has 
retarded the normal sale. A good 
snowstorm would probably cause stock | 
shortages. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Flexible Flyers, No. 1, $2.50; No. 2, 
$3.17; No. 3, $4; No. 4, $4.33; No. 5, 
$5.83; Jr. Racer, $3.50 and Racer, 
$4.33. These prices are each and are 
equivalent to a discount of 33% per 
cent off list prices. 

Fire-Fly sleds, No. 9, $1.14: No. 10, 
$1.37; No. 11, $1.71; No. 12, $1.94; 
Racer, $2. These prices are each and 
are eauivalent to 40 and 5 per cent 
off list. 

Perfection baby guards for sleds, 
$1 each in case lots and extra 5 per 
cent. 


SNOW GOODS.—This item has the 
same conditions as ice skates and sleds. 


JOBBERS’ QUOTATIQNS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Snow shovels, $4 per doz.; Ames 





sleds were | 
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line, $9 doz.; galvanized, $10 doz. 


Pushers, 30-in., $2.75 each. 


SPARKLET SYPHONS.—Demand 
moderate at present time. Refill sales 
pretty good. Was very active during 
the holiday season. 


JOBBERS’ ap apt Linge 4 TO RE- 
TAILERS, F.O.B. NE ORK: 

Sparklet syphons, a: 41, $4.25 
each; in lots of six or more, $4 each. 
Sparklets, 9 7-12c. each packed in 
eartons of one dozen. Sparklet 
syrups, 50c. per pt, bottle. 

Extra parts-pin washer, 15c. each; 
piercing pin, 15c. each; tube and 
washer, 10c. each; tube washer, 15c. 
each; head complete, $2 each, and 
Sparkler holder, 50c. each. 


STOVE SUNDRIES.—Intermittent 
mild weather spells have retarded 
somewhat the normal sale of these 
items. Prices are the same and stocks 
ample. 


JOBBERS’ yg gg od md RE- 
TAILERS, F.0O.B. NEW Y 

Stove pipe, No. 28 gage, Sater iron, 
12 lengths in a bundle, 4 in., 13%c. 
each; 4% in., 15c. each; 5 in., 16%c.; 
5% in., 18¢.; 6 in., 21c. each. 

Stove pipe elbows, black iron, No. 
28 gage, 12 in a bundle, 4 in., 13%6c.; 
4% in., 14c.; 5 im., 15¢.;-5% in., 
16%c.; 6 in., 18¢c. each. 

Pipe dampers, cast iron, wooden 
handle, 4 in., 8%c.; 4% in., 9c.; 5 in., 
9e.; 5% in., 10c.; 6 in., 10%c.; 7 in., 
13c. each. 

Flue stops, tin rim, lacquered, ad- 
justable steel hoops, 8 3-16 in. diam- 
eter, 12 in a box, 6%c. each. 

Stove pipe rings, tin, lacquered, 
12 in a package, 4 in., 3%c. each; 
4% in., 3%c.; 5 in., 4\c.; ous in., 
4%4c.; 6 in., 5¢e.; 7 in., 60c. each 

Stove lifter and shaker, cast iron, 
length 8 in., 3%c.; stove lifter, nickel 
plated, cold spiral handle, 12 in a 
box, 6%c. each. Same with loop 
handle, 12 in a box, 7%c. each. Stove 
pokers, nickel plated, P nS oy 
handle, 12 in a_ box, Wc. 
each; No. 8, 16c. each. ivelbenlk. 


19c. each. Furnace pokers, wrought 
iron, 3 ft., 66c. each; 4 ft., 84c.; 5 ft., 
$1 and 6 ft., $1.16 each. 


Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Furnace scoops, hollow black mal- 
leable D handle, $5; riveted back, 
wood D handle, $9.50. 

Fire shovels, one piece — ja- 
panned, 3 in a bundle, No. 54, 5%c.; 
No. 56, 5%c.; No. 57, 9c. each. Gal- 
vanized shovels, No. 256, 7%c.; No. 
257, lle. each. Extra heavy, one piece 
japanned scoops, 6 x 9 in., capped 
end, 16%c. each. Neverbreak fire 
shovel, 37c. each. 

Stove boards, 30 x 36 in., $1.40 each; 
32 x 42 in., $1.73 each; 18 x 18 in., 
58c.; 24 x 24 in., Tlc.; 26 x 26 in., 
78c.; 28 x 28 in., 88c.; 30 x 30 in., 
$1.03; 32 x 32 in., $1.22;.35 x 35 in., 
$1.52 each. 


RADIO TUBES.—The Sonatron Tube 
Co., 108 West Lake St., Chicago, IIl., 
_has reduced the list price on the fol- 
| lowing types of radio tubes which it 
| manufactures. Sonatron type X-201A 
has a new list price of $1.50; type 
X-171, $3.50; type X-112, $3.50; type 
X-240, $2. 


ROPE.—Declines in the manila fibre 


'market are held responsible for the 
lower price on pure manila rope for the 
| January - February period. 


Jobbers 
quote dealers on Manila, first grade, 23 
cents; second grade, 21 cents, and third 
grade, 19 cents. This is about 1% cents 
lower than November-December prices. 
Market is fairly active and stocks are 
apparently satisfactory. 
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CAMBRIA FENCE—A STANDARD HINGE-JOINT CUT-STAY FIELD FENCE 





Cambria Fence 
a product of MERIT.. 








« «.« GUIARATE the outstanding fea- 
ture of Bethlehem Products 


CAMBRIA FENCE is a product of MERIT. 


It is made of high quality steel selected by our 
metallurgical department as the material best 
suited for the purpose. The wires are passed 
through extra long zinc baths for a longer time 
than in ordinary practice to assure a heavy, 
protective zinc coating. 


Cambria Fence retains its newness many years. 
In both material and method of manufacture it 
represents the fine quality that has firmly es- 


tablished all Bethlehem products with the Dealer 
and the ultimate consumer. 


Write to the Bethlehem District Office nearest 
you for our Dealer proposition on Cambria Fence. 


CAMBRIA STEEL FENCE POSTS are the strongest 
fence posts obtainable for farm, poultry yard, orchard 
and garden fencing. Line posts are made in both Angle 
and Tee Sections. End and Gate Posts and Corner 
Posts are made of Angle Section. 


EACH ROLL OF CAMBRIA FENCE BEARS THIS LABEL 


CAMBRIA FENCE 


BETHLEHEM STEEL COMPANY 





Bethlehem, Pa. 


BETHLEHEM PRODUCTS FOR HARDWARE DEALERS 


WIRE FENCE WIRE WIRE, BARBED 
W oven Plain, Galvanized, Annealed All Styles 

WIRE NAILS FENCE POSTS 

Bright, Cement Coated, Steel—Angle and Tee Section 


Blued, Galvanized 
WIRE BALE TIES 
BARS 
Merchant, Concrete Reinforcing 
SMALL TOOLS 
BOLTS AND NUTS 
SHEETS 
Plain, Galvanized, Roofing 





TIN PLATE 
ALLOY AND TOOL STEELS 
For every purpose 
DROP FORGINGS 
STRUCTURAL SHAPES 
BOILER TUBES 
Charcoal Iron, Lap-welded Steel 


WIRE STAPLES 








BETHLEHEM STEEL COMPANY ‘General Offices: BETHLEHEM, PA. 
District Offices: 


New York Boston Philadelphia Baltimore Washington Atlanta Pittsburgh Buffalo 
Cleveland Detroit Cincinnati Chicago St.Louis SanFrancisco Seattle Los Angeles Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter of Our Commercial Products 


BETHLEHEM 





ee 


na 








mec stb oes 
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Cincinnati Jobbers Taking Inventory— 


Prices Firm—Heavy Spring Buying Expected 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Jan. 3.—The year just closed has been one of prosperity 
for local hardware jobbers who increased their business from the level 
attained in the previous year. Whether the improvement in gross sales 
has brought a betterment in net profits, however, is a question not so 
easily answered. Competition has been so keen and margins in so many 
commodities have been so narrow that it is doubtful if the year 1927 


was more remunerative than 1926. 


Retail hardware sales in the pre-Christmas shopping season were 
fully up to expectations, and merchants with few exceptions did a big 
business. Many, in fact, had the best holiday trade on record. Many 
retailers attribute this good showing to more aggressive salesmanship 
and to the fact that the idea of buying “gifts of utility” is gaining 


ground. 


Jobbers are in the midst of inventory at present, and their salesmen 
are in from the road. Solicitation of business will start again this 


week. 


Prices are showing a firmness which is gratifying to the trade and 
little change is anticipated in the near future. Only in common wire 
nails is there any serious deviation from the published schedules and 
in that article concessions of 10c. a keg have been made. 

The wholesalers of this city are looking forward to a continuation 
of good sales in the early part of 1928. Retail stocks are well in hand 
so that merchandise now on shelves is not burdensome. Buying for 


spring is expected to be heavy. 





AUTOMOBILE ACCESSORIES.— 
Business in the last two weeks has not 
been up to normal. While the weather 
has been moderately cold, there has 
been a total absence of snow, so that 
jobbers have not been able to move 
much winter merchandise. A_ short 
period of real winter weather will 
remedy this unsatisfactory condition. 
Many accessories for the new Ford are 
being announced to the trade. Prices 
are firm in the face of a rather indif- 
ferent market. 


We quote from Cincinnati jobbers’ 
stocks: 


Tires: 30x3% 29x4.40 
SOS Rarer $5.00 $6.30 
Medium grade ......... 6.10 7.55 
ee 8.75 9.65 

Tubes: 
ae 1.00 1.25 
Medium grade ........... 1.25 ae 
ED: oo 5c oh cuaesse 1.45 1.85 


Note.—30x34% unguaranteed cord 
tires, $4.25 each. 

Heaters.—Arvin Ford Heater, $1.15 
each; Ford hot spot, $4 each; Ford 
super heater, $6; Ford zipper heater, 
$2.34 each. 

Chains.—35 per cent off for less 
than 12 pairs; 40 per cent off for 12 
pairs or more. 

Anti-Freeze Preparation.—Eveready 
Prestone in half gallon or gallon 
cans, $3.60 per gal. 


BOILER LIQUID.—In this item there 
has been a normal demand, and prices 
are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.90 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 


BOLTS AND NUTS.—Retailers are 





taking small lots of these commodities. 


a Be quote from Cincinnati jobbers’ 
stoc 
Cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 80 per cent off list; square 
— and tap nuts, 60 per cent off 
st. 


BUILDERS’ HARDWARE.—There has 
been a decline in activities in this line 
caused by the usual seasonal lull. Con- 
struction work has been going forward, 
however, at a remarkably good rate 
for this time of the year, activities 
having been suspended on only a few 
days of bad weather. Prices are strong. 


We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash weights, $1.75. 

Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 

DENATURED ALCOHOL.—There has 
been a fairly good demand for this 
item. 

We quote from Cincinnati jobbers’ 
stocks: 

Denatured alcohol in 52-gal. drums, 
53c. per gal.; in lots of three drums, 
52c. per gal.; in 10 one-gallon lots, 
74c. per gal.; in gallon cans, 75c. per 
gal. <A charge of $6 for each drum 
is made, but this amount will be re- 
bated when the empty drum is re- 
turned. 

Ivo radiator glycerine, $2.25 per 
gal. for 55-gal. drums; $3. 30 per gal. 
for 30-gal. drums; $2.45 per gal. for 
3-gal. cans. 


DRAIN PIPE CLEANER.—Business 
has been holding up well in this line. 


We quote from Cincinnati jobbers’ 
stocks: 

Economy plumber, drain pipe 
cleaner, $2 per doz. 1-Ib. cans. Same 
in 2-lb. cans, $3.90 per dozen. The 
1- Ib. size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 
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ELECTRICAL GOODS.—Retailers re- 
port a splendid business in Christmas 
tree lighting as well as in other elec- 
trical items. 


FIRE SHOVELS.—tThere still is a 
small demand for this product, although 
the end of the season is almost at hand. 

We quote from Cincinnati jobbers’ 
stocks: 

No. 80, 56c. each; No. 56, galvan- 
ized, 95c. each; No. 9, $1.50 each; No. 
11, $1.65 each. 

JUVENILE VEHICLES. — Christmas 
trade in this line was exceptionally 
good, and many retailers are now in 
the process of restocking. 

We quote from Cincinnati jobbers’ 
stocks: 

Scooters.—No. 109, $2.90 each; No. 
110, $3 each. 

Sidewalk ey ee 11, $11.50 
each; No. 12, $12.75 each. 

Velocipedes. —No. 6E, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each. 

NAILS.—There has been some irregu- 
larity in the prices of common wire 
nails, which are selling in some districts 
at $2.85 per keg. 

We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 

PAINT.—Business has been quiet, and 
no improvement is anticipated imme- 
diately. Prices are fairly steady. 

We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 per 
gal., linseed oil in single barrels, 78c. 
per gal.; turpentine in two-barrel 
lots, 60c. per gal.; white and red lead 
in 500-lb. kegs, "13%\c. per 1b. less 
10 per cent. 

RADIO BATTERIES.—Dulliness exists 
in this commodity, the demand for elec- 
trical] socket sets having cut into bat- 
tery sales. 

Be 3 quote from Cincinnati jobbers’ 


stocks: 
Less than 
Unit In Unit 
Packages Packages 
Batteries Each Each 
age Seer $0.40 0.35% 
5 ae =: Se 1 0.97 
gee S| 1,22 1.14 
» gt Sees 1 1.30 
o yt SS ee 1.40 1.30 
se | See 2.27 2.11 
age 2.62 2.44 
ie de 3.40 3.17 
“ae? WO, 21308........ 3.58 3.33 
a, agdae ONG | RS ae 0.28 0.26 
co gg EE. 0.42 0.39 
“OC” No. 6640......... 0.59 0.55 
mgs? NO. 6106.4 wns 25 1.22 1.14 
Note—Nos. 5156, 5308, 2308, 10308, 


21308, 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, ‘< 
and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 5 
REGISTER SHIELDS.—There is a fair 


call for this item. 
We quote from Cincinnati jobbers’ 
stocks: 
Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
ae doz.; Star japanned floor register, 
per doz.; Star japanned 
ect, $5. 20° per doz. 
SCREWS.—Business has been main- 
tained on a moderate level, and prices 


have not changed. 
We quote from Cincinnati jobbers’ 
stocks: 


























This new pore Display-Stock 

Cabinet--Assortment D-20--costs 

prices lle r $15. Contains a 
ross sets as follows: 1 dozen eac 
of 3" nd 1%"; 2% dozen eac + of 


iJ 
4", 548. 34" and Yl, 


The New Metal Display 


REFILLS: 


Sizes ¥%", %", 4%", %" and %" 
Ls — in % gross sets straight 

izes--$9 per gross sets. Size 
1 %," Fated 1 dozen sets--$13.50 
Per gross sets. 






REFILLS- 
m™ D 19 Assort- 
ment: Packed 
= 4 gross sets: 
1 doz. each of 


sets. 





and. Stock Cabinet 


HE average home can use three 
to five dollars’ worth of Domes 
of Silence. This New Cabinet 

is a constant reminder to your customers 
to save their furniture, floors and rugs. 
Compact in size, attractive in appearance, 
this new silent salesman makes a five- 
inch strip of counter pay its way 
handsomely. This cabinet will really sell. 
Order one from your jobber NOW. 


DOMES of SILENCE 





Better Than (asters 
The Perfect Furniture 


Footwear 


Easily Applied 
Save Furniture, Floors 


and Rugs 





nee. U. S. Pat. Off. 
995,758 which will 
te strictly enforced. 


DOMES OF SILENCE Division, sense W. iii & Co. 17 State Street, New York City. 
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Thirty-Five Pieces-- 
$3.50 Worth of Domes 


=—S!HIS house is typical of the homes 
|) you serve--it only needs a reminder to 
==") equip its thirty-five pieces with quiet, 
rug-saving, effort-saving Domes of Silence! 
See the new metal stock and counter display 
illustrated on the next page. Let it do this 
reminding for you as it has done for other 
thinking retailers who see in Domes of Silence 
a 10 or 15 cent item needed in from $3.00 to 
$5.00 units! Put this Cabinet to work for you. 


DOMES of SILENCE 


Easily cApplied 
Save Furniture, Floors 


and Rugs 


Better Than (asters 
The Perfect Furniture 


ee, Mey Footwear 
#2. %, 





Reg. U. S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 











1} aaienae 
i} 


if; 
HH 




















HARDWARE AGE for JANUARY 5, 1928 79 





* Flat head bright, 90 and 7% off list; Paper-Lined Stove Boards.—24 x 24 modity business has continued to hold 
round head blue, 85 and 30 off list; in., $6.75 per doz.; 30 x 30 in., $9.60 Il. 
flat head brass, 85 and 30 off list; per doz.; 35 x 35 in., $14.25 per doz. up we 


round head brass, 85, 20 and 5 off 
list; round head nickel-plated, 85 and 


but as soon as there is a snowfall | good. 
this item is expected to move quickly. 


We quote from Cincinnati jobbers’ stocks: 


Wood-Lined Stove Boards.—24 x 24 
in., $11.15 per doz.; 
10 off list. per doz.; 36 x 36 in., $25 per doz. 


SLEDS.—There has been no snow yet, | STOVE PIPE.—Here again business is 


We quote from Cincinnati obbert? 
30 x 30 in., $18 Pre ah, J 
Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.; No. 
1%, “ per —_ ft.; No. 4, $34. 50 per 
1000 ft.; No $41 per 1000 ft. 
Wood and ta weather stripping, 


We quote from Cincinnati jobbers’ No. 71, $19.50 per 1000 ft.; No. 7114, 


$27 per 1000 ft.; No. 75, $46.50 per 
1000 ft. 


= ogi | ness 7 — 100° Pat. t *.- All bb th trippi N 
. pipe, n., per oints; Tru er wea er stripping. oO. 
ee re NE re gage, u. c. crated pipe, 6 in., $11.75 9, $2.10 per 100 ft.; No. 10, $2.85 per 
. F 7 : per 100 joints; 29 gage, u. c. crated 100 ft.; No. 11, $3.55 per 100 ft. 


$16.50; — 220, $24.60; Flexible Flyer, 
33 1/3 per cent off list. 


pipe, 7 in., $14.25 per 100 joints; 28 
gage, u. c. crated pipe, 6 in., $12.25 


A = per 100 joints: 28 gage, 
STOVE BOARDS.—Here there has Der et pointe ee 100 ‘lint. 


WINDOW VENTILATORS.—Sales 


u. c. crated have been fair in the past two weeks. 


been a fairly consistent trade, and Elbows.—-U. C. elbows, 4 in., $1.05 we quote from Cincinnati jobbers’ 
° STOCKS: 
prices are firm. per doz.; 6 in. -» $1.25 per + B ; 4 is No. 02, $4. 80 per doz.; No. 2, $5.60 


1.65 per doz. 
We quote from Cincinnati jobbers’ $ > 





stocks: WEATHER STRIPPING.—In this com- 


per, doz.; No. 3, $6.40 per —. No. 
, $7.60 per doz. 








A True Story That Hits Home 


I ’VE never forgotten the heart-to-heart talk I had with 
my sales manager three years ago when | was leading 
the sales force in sales. I needed more money, I thought, 
and complained that I wasn’t getting it because I was 
being forced by the firm to carry some of the tail-end 
salesmen who weren’t getting the business to pay for 
themselves. 

The sales manager listened sympathetically and then 
told me of an incident that had happened when he was 
a boy. I'll relate it in his language: 

“One evening, after supper, I asked my father if I 
could talk with him. He told me to go ahead before the 
rest of the family, but I said that I wanted to talk to 
him in private, as the matter was serious. Dad always 
seemed to understand us boys, so he took me to his office. 
He did not ask me about my troubles on the way down 
town, but waited until we had reached his office. He 
then asked me to sit down and, as man to man, tell him 
what was wrong. Remember, I was only twelve years 
old. 

“T told father I was thinking of running away from 
home, I was being imposed upon, I was doing more 
work about the house than my brothers and mother 
seemed to have it in for me. I pointed out I had to get 
up at 6.30 every morning to milk the cow, I helped wash 
the dishes three times a day, I sawed five sticks of wood 
every day and my two younger brothers did practically 
nothing. Then at night, when I would sit down to read, 
mother would invariably call me, just as I was seated, 
to come and take out the garbage. I knew she had it in 
for me, for she never called me when I was about the 
kitchen, but always waited until I had got nicely into 
a story. 

“Dad handled the situation just right. He admitted 
I was doing a great deal of work, much more than my 
two younger brothers. He pointed out, however, that 
the two boys were considerably younger than I, one 
being ten and the other eight years old. He then ex- 
plained to me how hard mother had to work, that he 
himself worked twelve to thirteen hours a day and he 
was sorry he could not afford a maid to help mother, 
who put in even longer hours than he. He was confi- 
dent mother did not want to impose upon me, she was 
playing no favorites, but needed help and he was sure 
mother was quite proud of me in doing so much for her. 
He told me how fine it was to be strong, to do a little 
more, always, than the other fellow and to help the weak. 

“Dad talked with me almost an hour and I will never 
forget the way he handléd the situation. I soon lost the 


desire to run away or to get out of doing my work. In 
fact, before he was through I wanted to hurry home to 
see if there wasn’t something I could do to help mother 
before I went to bed. Father must have told mother of 
my complaint, for the next day she didn’t call me to take 
care of the garbage and I saw her doing it herself. It 
made me feel a little ashamed. 

“Although this incident is clear in my memory, it is 
not saying that many times after that I did not find 
myself in the same frame of mind. Every now and 
then I would become discouraged, think I was doing 
more work than I should, or else was not being paid as 
much as I was earning. It always helped me to talk over 
my troubles, during these times, with someone interested 
in my advancement. Usually I got the right reaction. 
If I was really doing more than the other fellow, I 
should be proud of my strength. It was fine to do more 
than was expected of me and in the long run I would 
get the proper reward, which I did. Again, I could see, 
in my mind poor, tired mother, refusing to call me be- 
cause she didn’t want to be unfair, and again I would 
feel that flush of shame for faltering and I would go 
back to work with new determination.” 

I went back on the road looking on the firm as my 
family, determined to forget about the “weak brothers.” 
Perhaps this little story, Which is an absolutely true one, 
will help other fellow knights of the grip when they feel 
they’re carrying too much of the load.—Meredith’s Mer- 
chandising Advertising. 


Leaders 


It has been said that leaders are born, not made, and yet— 
Roosevelt was considered a physical weakling; Lincoln was 
laughed at as a country lawyer; Demosthenes stuttered. 

Habits make followers of many of us; we wait for someone 
to lead. Had we taken the initiative ourselves, we would have 
had to assume responsibility for the outcome, and we shrink at 
that. 

The way to learn to swim is to jump in; the way to learn 
to lead is to lead. For every leader there are a thousand sheep 
to follow. The fact that so few are willing to assume the 
responsibility for leading makes it certain that the man who 
leads stands out, attracts attention, and, if his leading is success- 
ful, wins promotion. 

As a forerunner for leadership, thought is essential, but think- 
ing hurts no man. Your job will be done better if you give 
it thought; your prospects in life will increase as you develop 
your capacity for constructive thought. And the more need you 
will see for leadership, the more opportunity you will find to 
lead. 
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Northwest Preparing for New 


Year—Conditions Promise Prosperity 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Jan. 3.—With inventories in both wholesale and retail 
establishments on paper at least, attention is turning toward the busi- 
ness for the coming year, which we have but just entered. In the 
Northwest tributary to the Twin Cities there is every evidence that 
things are on the upturn, and that there is a steady increase in trade 
in practically all lines. Crop returns per acre were much better in 
1927 than the previous year, even with the possible decrease in prices 
per bushel, on several of the small grains. 

The movement of farm properties toward new and permanent owner- 
ship in both the Dakotas was particularly favorable during the fall, 
and the steady growth of diversification in farming and the increase 
in dairying is producing new wealth in this section. 

Prices are receiving little attention, as far as changes are concerned, 
at the present time. Dealers and jobbers alike are too engrossed in the 
closing details for the year, and the plans of the coming season, to 
concern themselves with price alterations. In the very near future, 
however, there will be price revisions, with additional items, in these 


columns. 





AXES.—Sales are steady, with prices 
showing no changes. Stocks are still 
in good condition. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21. 50; Plumb Dreadnaught, 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled single bit, 
$19.25; double bit. $24.25 per doz. net. 


BOILER LIQUID, TILE CLEANER 
AND RADIATOR STOP LEAK.—De- 
mand is good for boiler liquid, with am- 
ple stocks from which to draw. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hercules tile and 
porcelain cleaner, $2 doz. less than 
gross lots and $1.90 doz. in gross 
lots; Hercules Radiator Stop Leak, 

8 oz. cans, 1, 2 and 3 dozen cans to 
the carton, $4.50 dozen; Hercules 
boiler compound quart cans, $2 each. 


BOLTS.—Sales are steady with volume 
not particularly heavy. Prices show 


no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage and ma- 
chine bolts, All sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 
screws, 60 per cent from standard 
lists. 


BUILDERS’ HARDWARE.—Deliveries 
of finishing hardware are at a low point 
at the present time. Architects are 
busy with plans for projected construc- 
tion work for the year, and are receiv- 
ing bids on hardware. Prospects are 
good for building for 1928. 


We quote from ,. stocks, 
f.o.b. Twin Cities: 3% x 3% steel 
butts, old copper and dull brass fin- 
ish, 19c. pair, in less than case lots; 
18c. pair in case lots: 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, 6c. pair in less than case lots; 
25c. pair in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs, less 
than case lots, $7 doz. sets; case lots, 
$6.75 doz. sets; steel bit- keyed front 
door sets, $1.60 per set; wrought 
brass outside trim, bit- keyed front 
door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 





Light plain strap hinges, 3 in., 50c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair;. light plain tee hinges, 3 in., 
62c. doz. pair; 4 in., 78c. doz. pair: 
heavy pian me poco. 4 in., $1.06 
doz. pair; 5 in., 0 doz. po: 6 in., 
$1.40 doz. pair; gw $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Demand shows a fair 
amount of business, with stocks well 
filled. Prices have not changed. 

We quote from jobbers’ stocks, 
i. Twin Cities: Log chain, % x 14, 
$13. % x 14, $10.90; % x 14, 
S018: Proof coil chain, y% in., $12; 
% in., $8.90; % in., $8.30, and % 
in., $9.85 cwt., net. 

COAL HODS.—Sales are fair, with 
stocks being sold down for the end of 
the heavy call. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 
coal hods, 17 in., $3.35; 18 in., $3.85; 
japanned funnel, 17 in., $4.30; 18 in., 
$4.90; galvanized open, 17 in., $4.65; 
18 in., $5.40; galvanized funnel, 17 in., 
$6; 18 in., $6.80 per doz. net. 


DAMPERS.—Sales are light, with 


prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, 6 in., 
wood handle dampers, $1.40, and cast 
iron, coil handle, 6 in., $1.20 doz. 
net. 

DRAIN PIPE CLEANERS.—There is 
a steady call for this line, developing a 
very good volume. Prices show no 


changes. 

We quote from_ jobbers’_ stocks, 
f.o.b. Twin Cities: Economy Plumber, 
drain pipe cleaner, 1 lb. cans, $2 per 
doz.; 2 lb. cans, $3.90. The 1 Ib. size 
is packed 1, 2 and 3 dozen to the car- 
ton one the 2 Ib. size is packed 1 
and 2 dozen to the carton. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Present demand is 
light, with prospects for a good trade 
in the spring. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28- 
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a., 5 in., S. B., slip joint, in crates, 
$5.80 per 100 ft.; conductor pipe, 28- 
3 in., in crates, not nested, $5.40 

cor 100 ft.; 3 in., $1. 73 doz. net. 


OIL HEATERS.—Sales are fair for 
this time of year. Stocks are ample 
for the demand, with prices firm. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50: No. 15, $7; No. 
016, $8.25; No. 0190, $10.50; No. 151, 
$7.50; No. 0161, $8.75; saa 0191, $11; 
No. 505, Giant, $11.25; No. 605, $12. 75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


PAINTS AND WHITE LEAD.—Paint: 
materials for interior decorating are 
receiving the most attention at the pres- 
ent time. Sales show a fair volume of 
business, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.55 per gal., in 1-gallon 
cans; second grade house paint at $2 
per gal., in 1-gallon cans, and white 
lead in 100-lb. containers at $12.48 
ewt 


PUMPS.—Water supplies are selling 
more slowly with the coming of severe 
cold weather. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No. 440 
plain spout windmill force pumps, 
6 in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 Underground discharge 
windmill force, adjustable stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6 in., stroke, $14.25; No. 182 hand 
lift, 6 in. stroke, 6 ft. set length, 
$6. 35 each, net. 


PYREX OVEN WARE.—Sales showed 
a very good volume of business over 
the holidays. Stocks are still fair, with 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 caseroles, 
$1.17; No. 624 casseroles, $1.33; No. 
634 caseroles, $1.33; No. 212 bread 
pans, 60c.; No. 200 pie plates, 67c.; 
No. 209 pie plates, 60c.; No. 231 util- 
ity dishes, 67c.; No. 12 tea pots, $1.67; 
No. 26 tea pots, $2.33, and No. 953 
percolator tops, 7c. each, net. 


REGISTERS.—Demand is rather light 
at the present time. Stocks are ready 
for the increased demand expected as 
soon as building work is resumed. 
Prices are firm as quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 


ters, 20 per cent and wrought steel 
registers, 40 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales are holding up well 
in totals. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Floor register 
shields, $12 doz.; wall, $6 doz., and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each, net. 


ROPE.—Demand is good, with ample 
stocks from which to draw. Prices are 
still as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25%c. lb., base. and best 
grade sisal rope at 17c. lb., base. 
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Schick «eating Kazor 












back 
(old blade 


\ out) 










Men will pay °5 
for a razor if it's a Schick 


In fact, several hundred thousand men have paid $5 for silver finished 
Schicks, and $7.50 for gold finished Schicks, during the last two years. 


The demand is growing fast. And it has the margin that hardware 
dealers should have. 


Show a Schick—it sells itself. Let your customers pick up one of these 

razors. Have one at least loaded with non-shaving blanks. Encourage 

your prospects to pull out the plunger and push it back, so that they 

get the “‘feel’’ of it. Then tell them that the razor holds 20 of the finest 

and keenest blades ever made, inside the handle. That new blades cost 

only 75 cents fora clip of 20. You'll sell them faster than you can imagine. 
Ask your wholesaler about the Schick, or write to 


the manufacturer for more information. And when 
you order be sure to ask for non-shaving blanks 


Magazine Repeating Razor Company 
285 Madison Avenue, New York City 








en eee 
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SCREWS.—Sales are fair, with stocks 
kept in good assortments. Retail stocks 
are rather low at present. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Citties: at head bright 
wood screws at 85 per cent; flat he 
japanned, 70-20 per cent; round head 
blued, 80-15; flat head, brass, 80-10; 
and round head brass, 75-20 per cent 
from lists. 


SKATES.—The holiday season has 
been a very good one for skate sales, 
though hampered to some extent by the 
deeper snows. Dealers’ stocks were 
drawn on heavily, and reorders in many 
cases necessary. Prices are firm as 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King, boys, 
$1.35 pair; girls, $1.40 pair; ice 
skates, Nestor Johnson, North Star, 
aluminum finish, $7 pair; — 
finish, $8 pair, Union, No. 5%, 
pair; No. 07, $1.07 pair; No. Sant, 
$1.93 pair; No. 524%, $1.27 pair; oy 
5624%L, $1.55 pair; No. 1624, 4c. 
pair; No. 5624, $1.12 pair; No. 562 45, 
$1.44 pair, net. 


SNOW SHOVELS.—Snow tools of all 
kinds have been selling very well in 


this section of the country. Stocks 
were sold out in some cases, and re- 


straight handle, $4.15; galvanized 
steel blade, 15% x 17, D handle, $10, 
and same, 16 x 21, $10.65 doz., net. 


SOLDER.— Demand is light, with 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 38c. Ilb.; and war- 
ranted half and half solder, 39c. Ib., 
net, in 100-lb lots. 


STEEL SHEETS.—Sales are fair in 
volume for this time of year. Stocks 
are heavy enough to meet the demand, 


with 1 agen firm. 


quote from jobbers’ stocks, 
cake Twin Cities: alvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


STEEL GAME TRAPS.—Call for traps 
is still fair, with stocks ample. Prices 
have not been changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor game traps, 
No. 0, $1.10; No. 1, $1.38; No. 1%, 
$2.44; No. 2, $3.36; Oneida jump, 
No. 0, $1.54; No. 1, $1.83; No. 1%, 
$2.81 doz., net. 


TIN.—Demand is fair, with stocks in 
good condition. Prices are still un- 
changed. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 


—_— broken. Prices have not changed. 
uote from jobbers’ stocks, 
PO twin Cities: No. 70, _ felt 
weather strip, $2.10; No. 71, $2.10; 


No. 71%, es 20; 7’ 
flexible, rubber, #1 - No. 9, $1.80; No. 
10, $2. $3; Flex-O-Mold, 
500 ft. go Mg 32. 2: Wirt’s, 500 ft. rolls, 
$4.40; Bosley’ s, 500 ft., rolls, $3. 94 
per 100 ft., net. 


WINDOW VENTILATORS.—Demand 
is good, with stocks well assorted. 
Prices are firm as quoted. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 
window ventilators, $4.80; , 
$5.60; No. 3, $6.40; and No. 4, $7. 60 
doz., net. 


WIRE.—Demand for some kinds and 
styles is fair. Stocks are rather light 
at present, with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.) $2.47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 ewt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WRENCHES.—Sales are steady, with 
stocks ample to meet the demand. 


Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60- 10 per cent; key model 











ICL, 20 x 28, $14.50 box, and roofing 


wrenches, 45 per cent; engineers’ 


orders necessary. Prices have not tin, IC, 20 x’ 28, 8-Ib. coating, $15.50 wrenches, 45, per cent; engineers’ 
changed. box, net. pipe wrenches, 65 per cent gs - 
We uote from jobbers’ stocks, a * * Bemis & Call long a nut, 10 in 
fob. Twin Cities: Bonanza wood WEATHER STRIP.—Demand is still $1.70; 12 in., $2.06; 15 in., $2.75 each, 





snow shovels, $1 7.40; steel blade, 





very good, with stocks in dealers’ hands net. 





Says the Man Behind the Counter 


We hear a good deal about the demand being all for 
young men in business. For all that, you never knew of 
a man being fired just because he had reached a certain 
age. “Fired at Fifty,” does not mean that a man was 
discharged because he was fifty years old, but because 
he allowed certain habits or inclinations, or perhaps ‘dis- 
inclinations, to interfere with his efficiency when he 
reached fifty. It is oftener a man’s mental attitude that 
lessens his value at fifty than his physical condition, 




















Bacon said, “Men of advanced age object too much, 
consult too long, adventure too little, repent too soon, 
* * * content themselves with a mediocrity of 
success,” 

I can’t imagine a young fellow just learning the hard- 
ware business being of as much value in selling the mer- 
chandise as a man in his fifties with long experience in 
the field, with complete knowledge of the merchandise 
and of its uses, together with knowledge of how to handle 
customers. 


Whether a man is discharged for advanced years de- 
pends upon his energy and ability, not upon the number 
of birthdays he has passed. Elderly men in good health 

make fine retail salesmen in the hardware line if willing 
to devote themselves to that object. 





An Abandoned Duty 


In 1926 there were 40,000,000 citizens of this country who 
did not vote in important elections. Nearly two-thirds of the 
citizenship of the nation did not go to the polls, 

What is behind this truancy? Lack of training in ¢itizenship. 
What does it mean for the future if it continues? The rule of 
minorities, the increase of rewards for professional politicians 
whose sole purpose is personal profit, and the decay of the re- 
public. 

There is no other conclusion. A democracy thrives in direct 
ratio to the interest citizens take in its policies and elections. 
The voice of the people is not heard when two-thirds of them 
fail to vote. Then we have the voice of only an interested min- 
ority, and a huge advantage is given to politicians who herd 
together and drive to the polls ignorant men to put over their 
selfish schemes. 

When a tremendous and far-reaching issue confronts us we 
rally on election days and upset the predatory plans of those who 
prey upon us. But at other times we give the selfish interests 
the right of way, particularly in municipal elections. How they 
thrive on our neglect! It is reflected in every tax rate, in every 
incompetent and dishonest man in office, in every vicious policy, 
in every extravagance, and in every corrupt practice so vigor- 
ously condemned by those whose civic vigor is at zero when 
election day comes. These truants would feel terribly disgraced 
if their right to vote was taken from them, but they disfranchise 
themselves voluntarily year after year.—Allith Bulletin. 
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MEANS MORE SALES 
& BIGGER PROFITS 


















STANCHION 
LATCH GUIDE 






UNIT SYSTEM 
Each ° stall a complete 
unit assembled. at the 
factory. Assures proper 
installation. ‘ Saves time, 
trouble and expense. 
Allows fresh air and light 
- to reach every spot. Cuts . 
out ‘dark corners { 
other hiding places for , 
disease germs. | 





STANCHION 
ADJUSTMENT 


« place except * 
the stanchion. - 
Swiags with- 













| drink day or night. She _ 
v drinks more water and gives: 






_ No splittung of curd 

posts rusted off. 
No misplaced an- 
. con- 
crete e stalls 
are set. we Thc 
to $1.26 per stall. 





gee 









Send for details of pre- 
ferred dealer plan for big- 
ger sales and a bigger These features make Star Stalls the best invest- 

rofit on le. ment for the dairy farmer. They make Star 
unin each sale Stalls popular That’swhy they sell so readily 


















GIANT STANCHION 
Strongest stanchion made. 
Holds cow safe. Prevents 
accidents. Swivels clear 
around, so cow can lick 
and look behind as easily 
as in the pasture. Puts | 
pasture comfort into 
your 




























} stall t 
firm. Prevents 
“see-saw” 
‘straining of break- 

ing connections. 










Partitions _ 
Rusting Off 






CCRT “Doubles Life’: : 
©? >'of Partition” 2 
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Hunt-Helm-Ferris & Co., Inc. 








ALBANY,N.Y. HARVARD,ILL. SAN FRANCISCO,CALIF. 


rewerer 
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If you want to do your farmer 
friends a favor fit their barns 
with Star Stalls, Pens, Water 
Bowls, Carriers and Venti- 
lation. Then they’ll make 
more money and they’ll have 
more money to buy the things 
that make their lives happier 
and your business more pros- 
perous, 

















sate manseiiemi Cant cattentare 
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Don’t 


Let Your Distributors 


Forget= 


Why should hardware dealers remem- 
ber that you are in business if you 
don’t everlastingly remind them? Why 
should they buy your merchandise—or 
sell it with intelligence, enthusiasm 
and conviction—unless you keep them 
“sold” upon its selling qualities? 


Advertising is an economical means 
by which you can remind retail and 
wholesale hardware dealers that you 
make goods that they can buy and sell 
with profit. Consistent dealer advertis- 
ing pays good dividends. 

Keep hardware dealers constantly re- 
minded of your products and their 


selling points by regular sales mes- 
sages in their “news-business paper” — 


HARDWARE AGE 


239 West 39th Street 
New York 
N. Y. 
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Aocks & Hardware 








DOOR CLOSER, No. 520, page 408 of catalog. 
For screen doors and light inside doors. Will 
fit between an inner and outer door where 
space is 344 inches or more. Easy to apply 
and to regulate, and suitable for either right 
or left hand doors without changing any 
parts. Of cast iron, gold bronzed. Packed 
with template and directions. One in a box, 
twenty-five in a case. 





SCREEN DOOR CATCHES, No, 


5973TC, page 453 of catalog. 
This is a mortise catch with 
wrought bronze trim, bronze 
front latch-bolt and dead-bolt. 
The latch-bolt is operated from 
both sides by the knob and 
lever handle. The dead-bolt 
is thrown from the inside by 
the small lever, thus securely 
locking the door. No key is 
required. Furnished also with 
iron front latch and wrought 
steel trim. 














AWNING PULLEYS, No. 74, page 502 of cata- 
log. Japanned finish. Also galvanized; and 
in all sizes from 14” to 214”, suitable for rope 
1%" to 54”. Also with double wheel and with 
swivel eye. SIDE PULLEYS, No. 25, page 501 
of catalog. Japanned. In all sizes from 1” to 
5”, for rope %” to 34”. Larger sizes have four 
screw holes. SCREW PULLEYS, No. 45, page 
501 of catalog. Japanned. Made in all sizes 
from 3%” to 4”, for 3/16” to 56” rope. 








SCREEN DOOR CATCHEs, No. 
6464TC, page 452 of catalog. This 
is a screen door catch of the rim 
type, made of wrought steel and 
furnished in various plated fin- 
ishes. The case is attractive in 
appearance and the outside plate 
is of suitable size and propor- 
tions. Furnished also in wrought 
bronze, No. 6868TC. 








The “No Slam” screen door 
check, page 406 of catalog, is 
a durable check and will not 
rack the door. It is a rubber 
ball with nickel-plated trim- 
mings, and can be applied in 
connection with any door 
spring or spring hinge. 








Prepare right now to gather real 
profits when the screen door and 
awning season comes. ~ » 


TOGETHER with those illustrated, spring hinges, chain bolts, foot bolts, 
night latches and other items round out the very complete line of Sargent 
screen door fittings. In all of this equipment the sturdy construction, 
durability of materials, and fairness of price help dealers to a profitable 
volume of first sales and repeat sales. 


SARGENT & COMPANY, 
New York: 94 Centre Street 


New Haven, Connecticut 
Chicago: 150 N. Wacker Drive (at Randolph) 
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Tried and Proven Sellers 


Royal and Cheney Grinders have been 
thoroughly tried out and proven depend- 
able in homes, shops, garages, factories, 
manual training schools and all places 
where cutlery and small edge tools are 


used. 
ROYAL 
and CHENEY Grinders 


are easily operated, sharpen tools quickly and are 
built to last. They are saving many dollars for 
customers who prefer to sharpen their own tools, 
rather than pay the high prices charged by pro- 
fessional tool grinders and be deprived of their 
use until returned. 


The Royal Grinder shown is ideal for home use, while 
the Cheney No. 7 is especially adaptable for farm use as 
it carries an attachment for sharpening mower knives. 


Send for Catalog. 


S. CHENEY & SON 
Manlius, N. Y. 








Cheney No. 7 







Finished in 
Royal Purple 














KNIFE SHARPENER 


Nationally Advertised 


Sells more readily 
because of its con- 
venience. The 
one-piece steel 
handle permits 
its being car- 
ried any- 
where. Ideal 
for home or 
works hop. 

U ne qualled 
for sickles 
and _ scythes. 
















A ready sell- 
ing item every 
day of the year. 
Retails for one 
dollar. A good 
profit for you. If 
not carried by your 


distributor write: 


THE PHILLIPS-LAFFITTE CO. 
1713 Ranstead Street 
Philadelphia, Pa. 


Incorporated 1906 
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‘EVERY HOME 
Sells on Sight 


FINE QUAL/TY AND FINISH 
MADE IN POPULAR $/ZES 
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ACARDED ASSORTMENT oF Oval” 
SHEARS. A STANDARD NUMBER 
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THE ACME SHEAR CO. 
In Bridgeport, Conn. 
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CUTLERY 








MERCHANDISING IDEAS « :. 


NEW ITEMS 








“Velvet Stropper” Sharpens 
Dull Safety Razor Blades 


Stoner & Heath, Inc., 122 Greenwich 
Street, New York City, are the sole dis- 
tributors of the “Velvet Stropper,” manu- 
factured by Velvet Stropper Co. San 





Francisco, Cal. With this device it is 
possible to put a smooth, velvet edge on 
safety razor blades. The blade holder has 
a knurled handle and a nickle-plated finish. 
The blade to be stropped is fastened in 
the holder and the strop inserted under the 
blade and outer rollers. Long, even strokes, 
with the blade automatically alternating 
from one edge to the other, will make it 
possible to shave with blades that would 
ordinarily be discarded. 


Two Cutlery Sales Ideas 


Cutlery and tools are the backbone of 
the hardware business, and have been so 
for many years. The public looks to the 
hardware dealer for merchandise of this 
kind. A Wisconsin dealer has mounted 
samples of various cutlery items on green 
silk plush boards, about two feet long and 
a foot wide. These boards are so arranged 
that they can be lifted from hooks on the 
walls and placed before the customer when 
a selection is to be made. 

A Minnesota retailer has a small cutlery 
case attached to one of the iron pillars in 
the front of the store. This case is where 
it can be easily seen, and since its installa- 
tion his cutlery sales have had a marked 
increase. 


A Clever Cutlery Display 


With a little time and thought it is easy 
to increase the sale of cutlery. A good 


pocket knife appeals to man and boy. 
Show either of them a new knife and it 
is a good bet that they will buy it. The 
knife that they now own is no longer de- 
sirable in face of the new one which they 
have examined. 

An Arkansas dealer had seen pocket 
knives stuck into corks and then balanced 
on pins which had been stuck in wood 
or corks. He secured some bottles, put 
pins in the corks and stuck some pocket 
knives into wood pieces, which were then 
balanced on the corks. An electric fan 
was placed in the window, near the exhibit, 
but out of sight. The breeze from the fan 
revolved the balanced knives. This caused 
many groups of people to gather in front 
of the window and speculate what caused 
the movement. The first day this display 
was in the window the dealer sold 36 
pocket knives, which was a great deal more 
than he would ordinarily sell in a week. 


Triple Cutlery Sales Volume 
Putting Display Up Front 


The table cutlery sales of James & 
Hawkins, Inc., Jamaica, L. I., offered a 
problem to Eddie Denecke, sales manager. 
He realized that these products should have 
a greater sale than they had at that time. 

He placed a showcase containing a full 
assortment of stainless steel, bone-handled 
table cutlery just inside the door in such 
a position that each person entering the 
store had to see the cutlery display. 

In four months’ time the sales from 
that case tripled, making an attractive cut- 
lery margin. 


Showing Cutlery on Plush Helps 
Sales 


Fiske-Lumsden Hardware Co., Boulder, 
Col., arranged a display which attracted 
much attention and produced most satis- 
factory results. Three decorative art pan- 
els were used at the back, and the various 
items displayed on various display stands. 
Some of the knives were grouped in plush- 
lined trays, slightly elevated. 

This window included flashlights, pocket 
cutlery, razors, carving sets, scissors, 
shears, strops, flat kitchen cutlery and 
hunting knives. 





Standard Stainless Scout 


The Stainless Cutlery Co., New York 
City, is manufacturing a regulation size 
30y Scout knife, made of stainless steel. 
After many years of experimenting this 





company has developed a steel, designed 
to be used for sharp edged pocket cutlery. 
This steel is sharp, can be resharpened and 
is said to retain a lasting cutting edge. 

The Standard Stainless Scout has an 
extra heavy gage keen cutting stainless 
blade, a stainless combination cap lifter 
and screw driver, a stainless can opener 
and a sharp leather punch and reamer. 
The knife has an engraved shield bearing 
its name, set on a polished and “firm grip” 
stag handle. The bolsters and shackle are 
made of nickel silver. Twelve knives are 
packed in a plush lined counter display 
case with an attractive camp scene on the 
inside of the cover. Large advertising dis- 
play cards featuring the Standard Stain- 
less Scout are also distributed. 





They Offered the Goods and 
Got the Trade 


Several years ago the Ruhling Hardware 
Co., Salina, Kan., decided to go after the 
safety razor business of that place. They 
realized that the drug stores and the chain 
cigar stores were doing a good business 
with these items, but resolved to try to 
secure a good bit of it for themselves. 

One carton of each of the various style 
of blades were purchased at a time. A 
quantity of shaving soaps, creams, pow- 
ders, brushes, etc., were also secured and 
marked to sell at special sale prices. 

Newspaper advertising was used, and 
once a month a window display was ar- 
ranged. In one year this firm bought and 
sold 3500 packs of blades as well as a good 
quantity of shaving accessories. 
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Hints Regarding Old Style Knife-Blade Razors 


A veteran cutler gives information that will help to sell 
the “old reliables” and incidentally sell more of the old 


time razor strops 


O users of the old style razors and to those who 

have them to sell a few hints regarding their care 

will not be amiss. To “feel” the edge—lightly 
place the thumb in a slightly gliding motion on the edge 
—without using any pressure—if the razor is sharp it 
will “bite” or “grip” if blunt (from a shaving stand- 
point) the thumb slips over the edge—mind you this 
must be done without using any pressure. 

It is generally known that the edge of a razor or any 
cutting tool, is composed of a number of minute teeth— 
if these are coarse the bite or grip is very readily detected 
—in this condition the razor is not in good shape for 
shaving—it requires stropping—that is to say it must 
be made smoother—the tiny teeth straightened and 
burnished. 

Now to strop a razor properly and well requires a 
little knack and tuition—It would be well for one to get 
rid of the idea of “sharpening” a razor on a strop, but 
strive to “maintain” the edge. Taking it for granted 
that one starts with a razor in perfect order—if properly 
stropped and the strop is kept in good condition the razor 
should give many years of good service. 

The razor should be stropped after shaving and if 
properly done should not require stropping at any other 
time. Neither before shaving or during the operation. 
If the writer’s razors had to have that done it would be 
conclusive proof that more than stropping was necessary. 

With the “strop” hanging on swing strop—the popular 
and most extensively used one nowadays, it should be 
kept taut when stropping—as near like a board as pos- 
sible—the razor placed flat on the leather—firmly but not 
heavily—with as much pressure on the back as the edge 
—draw the blade very nearly the full length of the strop 
and from “heel” to “point”—to return to the starting 
place and thus strop the reverse side, turn the razor over 
on its back (or as if on its back) repeat the motion in 
the opposite direction—in both instances drawing the 
razor away from the edge. When placing the blade on 
a strop if one is not certain that they place it flat—let 
the back touch the leather first. 

To hone a razor the edge should be drawn to the 
edge—as if the intention was to cut into the hone an 
operation that would be disastrous to a strop. 

A professional honer would not turn the razor over 
on its back but he would turn it “as if on its back” and 
would place the blade flat on the stone; otherwise the 
crocus finish on the back would be all spoiled. The width 
of the back regulates the angle of the edge or “canel”— 
ie. the narrow grey mark at the edge—produced by the 
honing which destroys the glaze, polish or finish—when 
this becomes wide after several honings the edge becomes 
thick and the blade should be ground. 

It is not intended that these remarks are instructions 


for honing nor is the reader recommended to undertake 
that job for there is a lot more to it than here implied— 
such as knowing when to cease honing, how to rectify 
a wire edge, etc., etc. A properly honed razor should 
have an edge that will “stand up” when drawn over a 
thumb or finger nail—or a quilt. Stropping will not 
actually sharpen a blade but it will make the edge smooth- 
er and reduce the “bite”—that is to say it will straighten 
up the minute teeth that form the edge and burnishes 
them. It has much the same effect as a butcher “steel- 
ing” his knife or one “steeling” a carving knife. 

The right time to strop a razor is after shaving—hav- 
ing first wiped it well with a dry cloth—then every trace 
of moisture is removed. If properly stropped—usually 
about a dozen turns will suffice—there should not be 
any necessity to strop it again before the next shave. 

The writer possesses many razors—all shapes, sizes, 
weights, points, etc., but has 7 in constant use—one for 
each day of the week. None of these have been honed 
for at least 3 years and not one has been stropped before 
using (other than being stropped after use) and never 
stropped during the operation of shaving. 

The strop should be kept in “good condition” by oc- 
casionally applying animal grease or oil—such as tallow 
or neats foot 
oil well 
rubbed in 1, | 
with the aa Jf 
finger tips. 
Bear in 
mind that 
leather is an 
animal prod- 
uct and to 
moisten and 
keep it in 
good shape 
apply animal oil. Before 
putting the razor on the 
strop give the leather a 
few smart rubs with the 
palm of the hand to warm 
it up a bit and when strop- 
ping keep it taut, turn the 
blade over on its back and 
don’t put any more pres- 
sure on the edge than on 
the back—and strop only 
after shaving. It is in- 
variably necessary to strop 
a razor taken straight 
from stock or from the 
hone but after that strop 
as above recommended. 

ARTHUR Morton, 
Cutler. 
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Why the Gem Display Means 
: EXTRA 


Gem and Gem Jr. 
take none of your 
selling time or effort. 
They occupy little 
Space, and sell them- 
selves, 


Everybody likes these 
handy nail - clippers, 
because they trim the 
nails quickly and 
easily. They keep 

hands looking 
; as well as left. 


Gem Jr. 





advertised 


The only 
nail-clippers. 
Copy appears regularly in The Saturday 
Evening Post, Collier’s and Judge. 
Transparent Du Pont “Cellophane” keeps 
them bright, clean and sanitary. 

A sensible price—35 and 50 cents—every customer can buy them. 
Gem Jr. can be carried on the watch-chain. 

Customers like the idea. And every sale is an extra sale—usually 
it’s on top of other sales on other articles. 


nationally 





Your jobher has the Gem display. 
Get these extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 








CHRADE Q)AFETY 

Push Button Knife 

No Breakingof 
nger na ils 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 


Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARK 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 
4 "Gum camae = sells téilten 


Send for Catalog E. Factories: Walden N. Y.—Middletown, N. Y. 
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Smashing All Sales 
Records 


In all our experience we have never put out a 
Tool Grinder that is selling like Handy Andy 
—sales more than doubled in three months. 
The reason is found in the grinder itself. 

Never have we offered 
grinder value at so low a cost. 


PIKE HANDY ANDY 


with its accurately machine-cut Helical Gears, its rapid 
cool cutting Vitrified Grinding Wheel and its beautiful 
auto body finish of Genuine Lacquer Enamel challenge 
comparison with grinders retailing at much higher prices. 


such outstanding 
The 


And best of all, people who use Pike Sharpening Stones 
know that when PIKE puts that name on a Grinder it 
carries the same assurance of absolutely dependable 
quality. Four sizes. 

Sold by Leading Jobbers, or direct if your jobber cannot 
Send for Literature and Discounts. 





supply. 


| Pike Manufacturing Co. 


New Hampshire U. S. A. 
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THE ONTARIO KNIFE CO. 
Franklinville, New York 


Makers of 
HIGH GRADE 
Aa Cdge 
CARBON STEEL CUTLERY 


and 


NeverStain 


The Better Stainless Cutlery 


Sold through the Jobber. 








Murphy Square Point Paper Hangers’ Knife 





Using only the best crucible steel and expert crafts- 
manship has maintained the leadership of Murphy 
quality for over seventy-seven years. 
ROBERT MURPHY’S SONS CO. 
Established 1850 


Shoe Knives Oyster Knives Kitchen Knives 
Sloyd Knives Rubber Knives Pruning Knives 
Paper-Hangers’ Knives Pattern Makers’ Knives and Handles 
AYER Send for Catalogue MASSACHUSETTS 











Will Cut More and Mince More Than 
the Ordinary 2 Blade Mincer 


mvOGs > 
STAINLESS 
Mincer 


Blade guaranteed stain- 
less, beautifully finished, 
perfectly sharpened, 
white enamel handle. 
Get prices from 
Sales Representatives: 
John H. Graham 


New York City 


161 Porter St., New Haven, Conn. 














Pierce Hardware Co. Makes Use of Waste 
Window Space to Display Small 
Cutlery Items 


Cutlery is always on display in the windows of the 
Pierce Hardware Co., Tauton, Mass. Around the base 
of each window is a bevel which, in many stores, is just 
so much wasted space. Pierce has built special display 
trays for this section and in one window these feature 
scissors, knives, pocket cutlery, special service knives, 
razors, razor blades, manicure pieces and other attractive 
cutlery. Each tray bears a card and prices. B. F. 
Pierce, the owner, has found this use of otherwise lost 
display space a very practical and profitable factor for 
boosting sales in the cutlery department. He says it 
does not detract or divert attention of sales from the 
main line in any window display but is actually an added 
attraction and a permanent boost for cutlery. 





Pay for the Interview 


We are all familiar with the old story of the salesman who 
telephoned to make an appointment with a business man, prom- 
ising to pay him $5 for an hour of his time. Of course the 
salesman was so clever that he secured a big contract during 
that hour and was well able to make good his promise. 

To a certain extent, however, there is a truth in that story. 
In one way or another, people want to be paid for their time. 
Not by the hour, nor perhaps in actual cash, but in ideas which 
can later be turned into money. Most people like to feel that 
they are “paying their way.” So don’t take up a man’s time 
unless you are ready to pay him for that spent in talking with 
you. 

Successful merchants are fond of reminiscing on the “turn- 
ing point in their career.” I heard one tell his story recently. 
He declared that he was on the verge of bankruptcy at one 
time, when a traveling salesman happened in who gave him an 
idea that not only saved the business from insolvency, but opened 
a way to future success. Did that salesman pay the merchant 
for the interview? Well, rather, for the merchant was just 
sitting around waiting for the sheriff anyway. In this case, 
the salesman was not even rewarded with an order on this trip, 
but the merchant later showed his gratitude in tangible form. 
The salesman also had the inward satisfaction of having helped 
someone’ “come back.” . 

Sometimes the salesman hesitates in making suggestions fear- 
ing that the merchant will resent the inference that he doesn’t 
know how to run his own business. Invariably, however, sug- 
gestions will be welcome if tactfully presented. 

With the salesman who tries to help his customers make 
money, it is not a gesture of unselfishness, but rather enlight- 
ened self-interest. But he usually gets his admittance ticket re- 
funded, with interest. 

Some talk is cheap. Make yours worth something to the 
man who gives you his time in exchange. 





Happiness Must Be Tricked 


Happiness, I have discovered, is nearly always a rebound from 
hard work. It is one of the follies of men to imagine that they 
can enjoy mere thought, or emotion, or sentiment! As well try 
to eat beauty! For happiness must be tricked! She loves to 
see men at work. She loves sweat, weariness, self-sacrifice. She 
will be found not in palaces, but lurking in cornfields and fac- 
tories and hovering over littered desks: she crowns the uncon- 
scious head of the busy child. If you look up suddenly from 
hard work you will see her, but if you look too long she fades 
sorrowfully away.—David Grayson in “Adventures in Content- 
ment.” 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \ 















The teacher was giving the kindergar- 
ten class a lesson in natural history. 
Turning to one small tot, she inquired: 
“What do elephants have that no other 
animals have?” 

“Little elephants,” was the surprising 
reply. 





Two colored gentlemen who had reduced 
the population of a hen-roost were mak- 
ing a getaway. “Laws, Mose,” gasped 
Sam. “Why do you s’pose them flies fol- 
low us so close?” 

“Keep gallopin’, nigger,” said Mose, 
“them’s buckshot.” 





Teacher (in English class)—‘Johnny, 
take this sentence: ‘Lead the cow from 
the pasture.’ What mood?” 

Johnny—“The cow, ma’am.” 





“You seem fond of the druggist’s little 
boy.” 

“Yes, he kin git all the pills he wants 
fer our air guns.” 





Names given to the houses by house- 
hunters who secure a place of their own 
in the end: “Dun Roaming,” “Hunting- 
don,” “Atlasta House,” “Wurryover,” “Af- 
ter Hall,” “Weirin,” “Pax,” ‘“Arrone 
House.” 





A Scotchman invited to a golden wed- 
ding was told that each guest would be 
expected to take a golden present. 

Sandy took a goldfish. 





Salesman—“How much is Bill Jones 
good for?” 

Credit Man—“Does he own an automo- 
bile?” 

Salesman—“No.” 

Credit Man—‘Let him have all he 
wants.” 





Sambo—“Did Brudder Brown gib de 
bride away?” 

Rastus—“‘No, sah; he’s gwine let de 
groom fin’ her out for hisself.” 





“It often happens,” said the doctor, “that 
a man who is a lunatic is entirely igno- 
rant of the fact.” 

“That is, unless he happens to be mar- 
ried, of course.” 





Midnight Intruder (politely) — “Pray 
don’t be alarmed, Madam. I am demon- 
strating how poorly you are protected 
against thieves. I represent the Neverfail 
burglar alarm system. I have a specimen 
of their device in my bag. Permit me to 
exhibit it.” 


The newly-weds on their honeymoon had 
the drawing room. The groom gave the 
negro porter a dollar not to tell anybody 
on the train they were bride and groom. 
When the happy couple went to the diner 
for breakfast next morning all the passen- 
gers snickered and pointed and eyed the 
couple knowingly. The groom called the 
porter and demanded: “Did you tell any- 
body on the train we were just married?” 
“No, sir,” said the dusky porter. “I told 
’em you all was just good friends.” 





Q.—“Why is a girl with short dresses 
and slender limbs like a poor photograph 
negative?” 

Ans.—“Because she is overexposed and 
underdeveloped.” 





He took her hand in his and gazed 
proudly at the engagement ring he had 
placed on her fair finger only three days 
before. 

“Did your friends admire it?” he in- 
quired tenderly. 

“They did more than that,” she replied 
coldly. “Two of them recognized it.” 





Boss—“‘Do you know that you have 
been late three mornings this week?” 

Office Boy—“No, sir. I ain’t one of 
these guys who watches the clock.” 





A scene in the dining room of a little 
Arkansas hotel. The actors are a fussy 
Chicago salesman and a darky waiter. 
After ushering the guests to a seat, the 
waiter inquired: 

“Will you-all have pig tails and sauer 
kraut ?” 

“No, I never eat ’em,” the guest re- 
plied. 

“In that case,” said the waiter, “dinner 
is over.” 





One morning at breakfast Maria asked 
her mistress if she might get off next 
Sunday to attend her brother’s funeral. 
Of course, even if special company had 
been invited, brother’s funeral had to be 
attended, and permission was reluctantly 
granted. 

After Maria’s mistress got upstairs, 
however, she remembered that it was 
Tuesday and wondered what Maria was 
trying to put over on her. So she went 
down to the kitchen to find out. 

“See here, Maria,” she said, “you say 
your brother isn’t going to be buried until 
Sunday? Today’s Tuesday.” 

“Yess’m,” said Maria mournfully, “but 
dey ain’t gwine hang him till Friday!” 





“Pa, did you go to Sunday School when 
you was a boy?” 

“Yes, my son, I always went to Sunday 
School.” 

“Well, Dad, I think I'll quit goin’—it 


ain’t doin’ me any good either.” 





Captain (to gunner)—‘See that man on 
the bridge five miles away?” 

Gtinner—“Ay, ay, sir.” 

Captain—“Let him have a twelve inch 
in the eye.” 

Gunner—“Which eye, sir?” 





He’ Can’t Lose 

Uncle—“My boy, it will pay you to be 
diligent in your studies. Remember, what 
you haye learned no one can ever take 
from you.” 

Small Nephew—“Well, they can’t take 
from me what I haven’t learned, either, 
can they?” 


Farmer (to druggist )—‘“Now be sure an’ 
write plain on them bottles which is for 
the Jersey cow and which is for my wife. 
I don’t want nothin’ to ’appen to that 
Jersey cow.” 


“I want to be procrastinated at de nex 
corner,” said the negro passenger. 

“You want to be what?” demanded the 
conductor. 

“Don’t lose yo’ temper. I had to look 
in de dictionary mys’f befo’ I found out 
dat ‘procrastinate’ means ‘put off.’” 








ot meee me creme 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 

CoNNECTICUT HARDWARE ASSOCIATION CONVENTION 
Feb. 16, 17, 1928. Place to be decided later. Henry S. 
Hitchcock, secretary, Woodbury. 

IpaHo RetatL HARDWARE & IMPLEMENT DEALERS 
AssocIATION CONVENTION, Pocatello, Feb. 7, 8, 1928. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

Ittino1is ReTAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Hotel Sherman, Chicago, Feb. 
14, 15, 16, 1928. Leon D. Nish, secretary, 14-16 N. 
Spring Street, Elgin. 

INDIANA RetatL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Jan. 31, Feb. 1, 2, 3, 1928. 
Convention headquarters, Claypool Hotel. Exhibit will 
be held at the Cadle Tabernacle. G. F. Sheely, secre- 
tary, 911 Meyer-Kiser Bank Building, Indianapolis. 

Iowa Retart HARDWARE ASSOCIATION CONVEN- 
TION AND ExuHrsiTion, Des Moines, Feb. 14, 15, 16, 17, 
1928. A. R. Sale, secretary-treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION 
CONVENTION AND ExursiTIoNn, Seelbach Hotel, Louis- 
ville, Jan. 17, 18, 19, 20, 1928. J. M. Stone, secretary- 
treasurer, 202 Republic Building, Louisville. 

LouIsiaNA Retatu HARDWARE IMPLEMENT Asso- 
CIATION CONVENTION AND Exuisition, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Detroit, Feb. 7, 8, 9, 10, 1928. 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. A. J. Scott, secretary, Marine City. 

Minnesota Retart HarpwWARE ASSOCIATION CON- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 

Mississipp1 Retail HARDWARE AND IMPLEMENT 
Assoc1aTION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 

Missourt RetatL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, Hotel Statler, St. Louis, Jan. 23, 
24, 25, 1928. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 

MoNnTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Butte, Feb. 6, 7, 8, 1928. A.C. Talmage, 
secretary-treasurer, Boseman. 

MounTAIN STATES HARDWARE AND IMPLEMENT 
AssociaTION CONVENTION, Denver, Colo., Jan. 17, 18, 
19, 1928. Cosmopolitan Hotel. W. W. McAllister, sec- 
retary-treasurer, P. O. Box 513, Boulder, Colo. 

NATIONAL RetTatL HARDWARE ASSOCIATION CON- 
cress, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 

NeprasKA Retart HARDWARE ASSOCIATION CONVEN- 
TION, Omaha, Jan. 31, Feb. 1, 2, 3, 1928. Headquarters 
to be announced later. George H. Dietz, secretary, 414- 
419 Little Building, Lincoln. 

New Enctanp Harpware DEALERS ASSOCIATION 


CONVENTION AND Exuisition, Mechanics Building, 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 

New York STATE Retait HARDWARE ASSOCIATION 
CoNVENTION, Rochester, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Powers Hotel. Sessions and exhibit will 
be held at Edgerton Park. John B. Foley, secretary, 
City Bank Building, Syracuse. 

Nortu DaxkotTa RetarL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 15, 16, 17, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 

Onto HarpwarE ASSOCIATION CONVENTION AND 
ExHIBITION, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Oklahoma City, Jan. 24, 25, 26, 1928. 
Charles L. Unger, secretary, 207-208 Bloomfield Bldg., 
Oklahoma City. 

Orecon RetaiL HARDWARE & IMPLEMENT DEALERS 
AssocIATION CONVENTION, Portland, Jan. 31, Feb. 1, 2, 
1928. E. E. Lucas, secretary, Hutton Building, Spo- 
kane, Wash. 

Paciric NortTHwest Harpware & IMPLEMENT As- 
SOCIATION CONVENTION, Spokane, Wash., Jan. 25, 26, 
27, 1928. E. E. Lucas, secretary, Hutton Building, 
Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, Wesley Building, Philadel- 
phia, Pa. 

SoutH Dakota Retait Harpware ASSOCIATION 
CONVENTION AND Exuisition, Coliseum Building, 
Sioux Falls, Feb. 27, 28, March 1, 1928. C. H. Casey, 
secretary, Nicollet at 24th Street, Minneapolis, Minn. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CoNVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 

TexAS HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBITION, Dallas, Jan. 17, 18, 19, 
1928. Headquarters, Hotel Baker. D. Scoates, secre- 
tary. College Station. 

VircINIA RetaiL Harpware AssocIATION CONVEN- 
TION AND ExHIBITION, Jefferson Hotel, Richmond, Feb. 
21, 22, 23, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 

West VirGINIA HarpWARE ASSOCIATION CONVEN- 


- TION, Wheeling, Jan. 24, 25, 26, 27, 1928. James B. 


ga secretary, 411 Mutual Home Building, Dayton, 
io. 

WeEsTERN RetaiL Harpware & IMPLEMENT AsSO- 
CIATION CONVENTION AND EXHIBITION, Hotel President, 
Kansas City, Mo., Jan. 17, 18, 19, 1928. “H. J. Hodge, 
secretary, Abilene, Kan. Western Hardware Show in 
connection. All hardware exhibits concentrated in Con- 
vention Hall under management of L. W. Shouse, Kan- 
sas City, Mo. 

Wisconsin Retart HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Auditorium, Milwaukee, Feb. 
7, 8, 9, 10, 1928. P. J. Jacobs, secretary, Stevens Point. 
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Largest Returns Netted by Stove Department 
(Continued from page 52) 


Of course, the stove man carries the names in his vest- 
pocket book; he is past forgetting—‘‘No, he doesn’t 
forget,” volunteered the wise old hardware man, who is 
the second oldest in Pittsburgh’s modern history—‘‘He 
keeps his record right, too”—“He gets there at that time, 
not a week or so later.” These appear to be the prin- 
cipal reasons why Daum and Helm send out never fewer 
than three stoves in one day—an average price of $90, 
too. On some days six times that many leave the floor. 

Then Daum chuckled quietly and admitted that forty 

years ago he began to push aside certain items found in 
the conventional hardware store in favor of quick-movers, 
the returns from which came in with reasonable prompt- 
ness. 
In that connection he began to find out that money from 
stoves comes much more promptly than from certain 
other things. “And, it doesn’t take any longer to sell a 
stove than to sell a saw or many other hardware items 
that might be mentioned,” he suggested ; then, again, “It 
takes quite a bit of other hardware to match a single 
stove,” and “Not so many salesmen are required to sell 
stoves as a pound of nails and numberless other articles.” 
As proof of his last statement, he called attention to two 
salesmen in the “stove room” as against six in general 
hardware. One-fourth of his selling force turns in one- 
third of the annual volume. 

Pressed for further explanation, Helm spoke of.the 
merits of first-floor conveniences for shoppers. “Women 
do not like to go to the cellar to see a stove, and it’s the 
same way with the other floors.” He has experimented 
with stoves in the basement and on the floors above the 
street floor. In each instance he came back to the street 
floor as the only satisfactory space for stoves. “Stoves 
don’t go well when they are jammed in with other 
things; they do better when they are off by themselves 
where women can have ample opportunity to make sat- 
isfactory comparisons before coming to a decision,” is a 
further insight into his merchandising policy. In this 
connection, he reiterated that shoppers in cases where 
they are making a purchase that represents a consider- 
able outlay should have opportunity to think without 
interruption—“They can’t buy a stove easily if all sorts 
of store talk is butting in,” an aside. 

High priced stoves are there, too. To this Daum vol- 
unteered the observation that the “Higher the price the 
more people insist on having it,” and he told of an in- 
stance when his stove man came suggesting a still more 
costly stove, and when mild objection was raised, the 
man replied, “I have sold three already and have pros- 
pects of three more.” “I told him to go ahead and order 
what he liked,” confided the discerning proprietor, “if 
he could sell them without a sample.” 

Another explanation of this single item doing one- 
third, the total annual volume might lie in the mental 
attitude of both proprietors. Homes must have stoves; 
a modern stove is much superior to older makes; the 
observing woman desires the most satisfactory stove she 
can afford—these for baking, despite other observers 
who charge that home-baking is becoming a lost art, and 
cooking, and so on. Forty years experimenting with 
stoves have crystallized one clear principle—that is, that 
women will insist on having the better article, even in 
this present day, and each year with them in this particu- 
lar grows better. “Carry a good stove, put it where 
women can see it, and it doesn’t make much difference 
about the price if it’s within reason,” is Helm’s summing 
up of the matter. 











The No-Crank way 
of freezing 
.... that every housewife 
welcomes | 





Ice rq ream 


Freezer, 





Ie’s “going strong” 
in 1928 


You will find the Auto Vacuum 
Freezer easier to sell this year than 
ever. Nationally known and ac- 
cepted by women everywhere, the 
Auto Vacuum is now backed by a 
new organization whose policy is 
to give the trade every possible co- 
operation. 


These new list prices will attract 
your customers—the freezer itself 
will give them 100% satisfaction. 
And they give you a good profit on 
a small investment. 


3 quarts $5.00 
4 quarts 6.00 


1 quart $3.50 
2 quarts 4.00 


Order from your jobber 


kuti Vaenmm 


FREEZER COMPANY 
Dept. B-7, Winchendon, Mass. 
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E: ACH dealer should have a stock 
of Arcade Non-Sag Door Braces and 
Spring Hinge Sets for the conven- 
ience of his customers. 


The Brace is 42 inches long, 
threaded at each end with a turn 
buckle screw that takes up from both 
directions. 


The sets contain a pair of Spring 
Hinges with hook and eye, door pull 
and the necessary screws. They are 
sturdy, convenient, and easily in- 
stalled. 


Write Your Jobbers or Ask Us 
for @ Catalog 


ARCADE =""rays 
Arcape MAnvurAcTURING Co. 
FREEPORT ILLINOIS . 




















Everybody’s Business 
(Continued from page 51) 


bodies, speak round the world, and look across the 
widest of oceans: We are commencing to comprehend 
the immense amount of time and effort that have been 
given to uniting mind and matter in a single body, and 
this makes: us believe that the destiny of humanity is 
beyond our present powers of understanding. It is al- 
ready apparent that the advances we have made will be 
as nothing compared to what the future will disclose. 

Current changes are so rapid and revolutionary that 
it is no wonder the lay mind has become confused. 
Endless difficulties seem to arise when we try to make 
the old theories fit today’s conditions. In the past the 
farmer was supreme. Land ownership was the one sure 
evidence of stability. It is only natural, therefore, that 
a cry of alarm should go up when 600,000 people turn 
from our farms to our cities in a single year. “Here is 
early indication of the decay of agriculture,” say the 
critics, “and this marks the first stage of a national 
decline.” 

But the truth is that the trend from farm to city is a 
healthy movement, signifying that machines and factory 
methods have commenced the big job of releasing millions 
of farmhands for work that will be more fruitful. In no 
other way could the food problem of tomorrow be han- 
dled. In spite of wars, epidemics and disasters, the popu- 
lation of the world has trebled in a century. In another 
century the total will probably reach five billions, and then 
only two and a half acres of arable land will be available 
to support each person. The present movement toward 
automatization has come to include farming none too 
soon. 

Let us handle this problem by going ahead with plans 
to increase our food-producing capacity while others 
waste their time in trying to regulate birth-rates. Birth- 
rates decline as education increases. But under such a 
condition the span of life lengthens in even greater pro- 
portion. The old and widely accepted Malthusian theory 
sets forth the idea that the growth of population is kept 
on a level with the food supply by such natural checks as 
moral restraint, vice and misery. The truth is that the 
inergase of population is constantly greatest among that 
portion of society which is the least educated and nearest 
to poverty. This shows the danger of accepting the con- 
clusions of early sages. We are fortunate in our selec- 
tion of a new agricultural policy. 

It is the development of America’s resources that has 
completely destroyed the idea of equality among nations. 
Ours is the road of destiny. With less than seven per cent 
of the world’s population, we originate and control 40 
per cent of the world’s mineral production. If we 
measure the effort of man and his machhines in terms 
of horsepower, we perform more than forty per cent of 
the world’s work. 

Before long we will be subjected to a test more severe 
than that ever given to any people. Science will have to 
do for politics what it has already done for industry. In 
many fields we must prepare for an early day of synthetic 
substitutes. We have multiplied our per capita consump- 
tion of minerals fifteen times in fifty years. In a few 
decades our lead, tin and zinc will be exhausted. Six 
years will probably show a great change in our oil situa- 
tion. Not only our country, but the earth, has indeed 
become a small and intimate place. The curve of geo- 
graphic discovery is declining rapidly. Happily, coal is 
the basis of this present civilization and we have enough 
of it to give us a favorable trading position with the rest 
of the world through the coming century. 
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The big discoveries of the future, so far as minerals 
are concerned, will be in the field of better methods of 
recovery and use. Intense study is being given to the 
problem of increasing the durability of copper, steel and 
other metals. Aircraft and other developments are bring- 
ing revolutionary changes in alloys. Before long we will 
have some particular kind of alloy to meet each form of 
corrosion. The importance of this line of research is 
indicated by the fact that in the petroleum industry alone 
the loss from corrosion totals $100,000,000 annually, 
thereby adding about one cent a gallon to the cost of 
gasoline. 

America’s prosperity is substantial, but it can be pre- 
served only by unrelaxed effort and the exercise of eter- 
nal vigilance. Competition will soon be coming from 
unexpected sources. Even the Dead Sea is coming to 
life. This historical body of water contains recoverable 
salts having a value of more than a thousand billion dol- 
lars. The Sultans of Turkey poured priceless gems into 
secret rooms in their palaces and thought themselves 
smart in their display of foresight. But their prejudice 
against foreign enterprise and scientific knowledge caused 
them to miss a commercial opportunity probably unsur- 
passed on the face of the globe. 

Soon the Dead Sea under British control will be pour- 
ing forth a continuous stream of potash, bromides and 
chlorides, which will upset some of the best laid plans of 
chemical companies in America and Germany. Palestine 
will become a land flowing with gold instead of milk and 
honey. The primitive pastoral land that gave birth to 
Christianity will soon buzz with industrial activity. The 
powerful German-French cartel that has the world by 
the throat so far as potash is concerned will find its grip 
broken. A blazing sun will convert the saturated brine 
into staple chemicals, while the River Jordan, which has 
a fall of nearly a thousand feet in ninety miles, will sup- 
ply the electrical energy necessary to transform the Holy 
Land inte-an industrial Utopia. 

All of which indicates the folly of forecast. While ad- 
venturous spirits have been daring the dangers of the far 
corners of the earth in their search for hidden wealth, 
the world’s greatest storehouse of rich values has laid 
untouched in the oldest and most traveled of all regions. 
Life has become a succession of surprises. If we cannot 
see what lies right under our noses, how can we speak 
with certainty of developments that lie beyond the 
horizon? 


Alternating the Lines 


One hardware man makes it a practice to push one 
brand or line at a time, through his advertising and 
display. He will give the whole window up to one line 
of tools this week and later give it all up to another 
competing line. This is said to have the effect of even- 
ing up the rate of turnover on the stocks. 

The same rule holds good in connection with other 
hardware where more than a single brand is kept for 
sale. 

It is considered by this dealer to be better merchan- 
dising than to habitually jumble goods in the window by 
their utility and mixing the brands. There is less con- 
fusion when the former system is used. 








‘lhe Shall Nos O : 


ass!” 


The Cleveland Metal Display Driil 
Cabinet acts as a veritable traffic 
signal to drill customers. They 
STOP when they see it and GO 
right after the size and style drills 
wanted. 






Sale after sale follows as soon as 
installed. Six spacious drawers 
provide parking space for a com- 
plete stock of the best selling drills, 
but parking is brief because Cleve- 
land Drill quality keeps the line 
moving. 


Dealers are not asked to buy a single ; 
Cleveland Drill to secure a cabinet. It , } 
is sold separately, at less than large 

quantity production cost to us— } 


$20.00 f.0.b. Cleveland. 


Made by a_ nationally 
known maker of the finest 
steel filing cabinets. Send 
coupon for 
full details. 








The Cleveland Twist Drill Co., Cleveland, Ohio 


Gentlemen: Please send complete information about your 
Cleveland Metal Disjlay Drill Cabinet. 


1-5-28 
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LAST LONGER 


Because of the extra heavy—extra 
quality materials of which they are 
made and the thorough, skilled 
workmanship entering into them. 


DO A BETTER JOB 


Because Lowell sets the pace in 
sprayer design and development. 


SELL FASTER 


Because they are obviously the best 
sprayers imaginable and.they sell at 
the price of ordinary sprayers. 


HAVE NO COMEBACKS 


Because each and every sprayer is 
double tested for efficiency before 
it leaves the factory and guaranteed 
perfect. 


THE MOST PROFIT- 
ABLE LINE OF HAND 
AND COMPRESSED AIR 
SPRAYERS MADE! 


It cost no more to stock 
the best and it’s a lot 
more profitable. Send 
for catalog NOW or see 
your jobber. 


Lowell 
Specialty Co. 


Lowell Michigan 


—_— | eal 


’ (ale 





























Sells Quality Tools at Full Prices 


(Continued from page 47) 


“One of our best sellers in the tool department is the 
complete tool chest. We carry those prepared by manu- 
facturers and also have an assortment of our own se- 
lection, based largely on our experience with local pref- 
erences. The boxes are of plain white pine and cost us 
50 cents apiece. Fourteen tools are included, which would 
'retail at $6.55 if sold separately. The box would retail 
jat $1. We offer the complete outfit at $7 and enjoy a 
| very steady all-year sale, for our own set as well as for 
| those prepared by the manufacturers. We buy the boxes 
|in lots of twenty-five from a local concern. 
| “In this box we have a saw, hatchet, hammer, brace, 
|try square, six-inch wrench, chisel, rule, screw driver, 
|two gimlet bits, one pair pliers, pencil, saw, file and block 
plane. Each item is of fair quality and is particularly 
| useful as a home tool kit or as a gift to the handy boy. 
At Christmas holiday time holly sprigs and holiday type 
display cards help sell the tool kits. 
| “Though the reduction on the retail price of this $7 
| outfit is actually only 55 cents, there is something psycho- 
logical in the appeal which makes the sales easy. In each 
| tool box displayed we have a typewritten list showing 
ithe retail prices of each item included. The manufac- 
iturers’ sets are, of course, more elaborate and for the 
same number of tools bring a higher price. Our own 
| selection gives us an opportunity to fill an important tool 
— which too many dealers overlook.” 





| 
| 
| 
| 
| 


The dealer selling a farming community will find a 
large majority of the sons of the families very useful 
in fixing and making things. This means a ready-made 
market for tool kits and for individual tools. Mr. Sim- 
|mons says that often the prospect might spend only two 
or three dollars buying pieces and can be just as easily 
sold a combination at $7. 

With this live merchant is associated a brother, W. 
Harry Simmons, who is also an active merchandiser. 
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MERES TRE REAL THING 
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Successful Single Item Displays 


Frequently a window display featuring one item will 
attract trade when a more comprehensive one will not 
do so well. This is especially true where the merchant 
departmentizes his stock, such as machinists’ tools, 








plumbers’ tools, carpenters’ tools, etc. 
































The Missionary Salesman—From the 
Jobber’s Point of View 


(Continued from page 49) 


the FACTS about a _ business—in other words—to 
analyze the business. If every dealer in this country 
would have some one step in and give him an accurate 
picture of his business and of just how he is managing 
it, there would certainly be a good many changes put 
into effect. The trouble is that a large number of mer- 
chants in this country do not analyze their businesses. 
They do not know what is happening. They do not know 
the trend of things. Therefore they are unsuccessful. 
When they figure up their inventory at the end of 1927, 
they will find that they have not made any money. They 
will feel blue. Then, unfortunately, they will go right 
ahead into 1928 conducting their businesses on exactly 
the same old lines, with the same old policies. 
++ * 


I remember, when I was a cub salesman, that E. C. 
Simmons sent me an account to collect. Mr. Simmons. 
especially in bad years, frequently took collections 
into his own hands. In the innocence of my heart, 
I wrote back to Mr. Simmons that I was afraid if I 
attempted to collect this account, I would make the cus- 
tomer mad. Promptly Mr. Simmons’ reply came: “I 
hope you will make him mad—mad enough to pay the 
account.” Now, as I write this article, I just wish I 
could make some of the hardware dealers of this country, 
some of the manufacturers and some of the jobbers and 
retailers mad enough about their lack of profits in 1927 
to get busy in 1928 and improve conditions. / hope they 
will get so mad that they will do something. 


* * * 


Happy New Year! 


Pleasant Way to Dun 


A Cleveland hardware man, prompted by an article recently 
-on the subject of collecting poor accounts, writes agreeing that 
more is to be accomplished by a dunning letter couched in good- 
natured language than one breathing threats in harsh words, and 
relates the following as an illustration: 

“It was our custom to have a new clerk put in his spare time 
writing letters to slow customers. A clerk’s merits were meas- 
ured largely by the result of this work. Up in Michigan we 
had a particularly bad case. It was a bill of $12 against a man 
named William Rose. It had become outlawed, and was con- 
sidered a dead duck, but every once in a while we gave it a 
whirl. Finally one day, the last clerk put on, a bright fellow, 
laid the following rhymes on my desk and asked my permis- 
:sion to mail them to Rose: 


Oh, William Rose, oh, fragrant rose, 

Yourself it is who surely knows 
Unsettled bills are bad. 

They soil our books, they spoil our looks, 
And make the heart grow sad. 

So William Rose, feel in your clothes, 
And find twelve dollars there. 

The goods were sold in days of old 
Before we had white hair. 


“They were forwarded, and inside of a week the man sent 

-us the money explaining that ‘he had always intended to pay the 

account some time, but couldn’t hold out no longer against such 
za demand.’ ”—E-xchange. 
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For 35 Years 


Norcross Garden 
CULTIVATORS 


have given unfailing satis- 
faction to thousands of 
customers, 


Made in three sizes’ suited to 
both Men and Women, for 
large and small gardens and 
flower beds. They meet all re- 
quirements. Strong, durable 
and attractively finished. They 
sell readily wherever displayed. 


NORCROSS OUT-U-KUM 
Weed Pullers are equally popu- 
lar. They pull the weed and 
entire root at the same time 
without injury to the finest 
lawn. Special attention given 


to EXPORT trade. 





Write for circulars and discounts. 


No. 55 No. 33 No. 11 


Manufactured by 


C. S. NORCROSS & SONS, Bushnell, Ill., U. S. A. 














Complete Line of Shovels, 
Spades and Scoops 


The Indiana Rolling 
“X-tra Quality” Mill Co. 
New Castle, Indiana 


Affiliated with 
GALESBURG COULTER-DISC CO. Galesburg, Ill. 
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\WILLIAM 


“SUPERRENCH” 

(Chrome-Molybdenum) 
Thin heads, Narrow, 
pointed jaws. 6 Patterns. 

GUARANTEED 
AGAINST BREAKAGE. 


J. H. WILLIAMS & CO. 
“The Wrench People’’ 
New York BUFFALO Chicago 





Obstruction 
Pattern 





— 





Te GLIANTGRIP ®= 


OVERSHADOWS ANYTHING ON THE MARKET 
° REGARDLESS OF PRICE 

TO YOU 

Heavy Nickel Plated ; 

ball bearing; 10” 


Concealed 





Jaws, bit 
stocks R ound, 
square a taper 
shank drills. 


GUARANTEED TO GIVE PERFECT SATISFACTION 
Send your trial order TODAY, request catalog No. 30 for other money 
making items. 


choice territories open to live representatives. 


Several 
| United Hardware & Tool Corp., 72 Reade St., N. Y. C. 











FLAT HEAD Chicago 


The first hatchets for the especial use 
of Lathers were made in our shop in 
Boston under the Underhill Star Boston 


‘UNDERHILE) 
DERETLL) 
raape pare 


trade mark. The Lathers know these 
hatchets as the genuine Underhill. 


UNDERHILL BROS. 
WINTER HILL STATION 
Boston, Mass. 


Regular St. Paul 
St. Louis 





California 
Montana 


CONVEX 
HEAD 














Robertson “Horseshoe Magnet” Hammer 





THE HAMMER 
HOLDS 
THE TACK 


eS 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 








Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 
Sole Manufacturer 








The Man Behind the Counter 











among the customers of every hardware store. It 

may be trying to the temper to put up with their 
cantankerous moods, but it pays. Their trade is worth 
having and they have their influence with people of 
their acquaintance. And, then, there is always danger in 
trying to be smart with these old fellows. They are apt 
to be as quick in retort as old Sammy Usher, who lived 
long, long ago at Bristol, R. I. 


aoa are some irascible old fellows numbered 


























It is said that on one occasion a young visitor from 
Brown University, a sort of “Smart Alec” sophomore, 
said to Sammy, “Mr. Usher, I hear that Bristol is noted 
for its geese, girls and onions. What do you do with 
them all?” “Well,” responded Sammy, “we marry 
the girls as soon as they grow up; we ship the onions, 
and we send the geese to college!” 


* * * 


Everybody knows that originality and initiative on the 
part of a hardware store salesman pay. If he can devise 
new and unique ideas for display, advertising and sales- 
manship, he can do a good deal toward bringing his 
store into the public notice. Sometimes by mistake a 
store achieves distinction and I have in mind a case in 
my own town. One of the grocers some years ago told 
his pew clerk, a boy with no education, to put a sign on 
the coffee that had been placed in the window, and the 
boy lettered a sign on which he spelled the word coffee 
without any of the letters that are properly used. His 
sign read, KAUGHPHY! That sign set everybody talk- 
ing and the store and its ‘“Kaughphy” received more free 
publicity than ever before in its history. 


* * * 


“Mr. Keller, our door check doesn’t work very well. 
I think it’s out of kilter in some way. Would you mind 
if I took it down and tried to fix it?’ One of Keller’s 
young salesmen was asking the question. 

“You don’t know how they work, do you?” asked Mr. 
Keller. “Hadn’t I better have John come down from the 
shop and fix it?” 

“I was just thinking about two things,” the young 
man continued. “If it doesn’t work well, anybody who 
might be interested in buying a door check would think 
ours weren’t very good ones or else we don’t know how 
to put them up. And besides that, if I took that down 
and worked with it until I understood it and got it work- 
ing right, I’d know enough about them so I could sell 
them better.” 

And Keller responded, “I’m afraid you’d get stuck on 
the job, and anyway I’ve got some work I wanted you to 
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help about—addressing envelopes for our advertising. 
T’ll have John fix the door check. I’m glad you spoke 
about it.” 

A very few experiences of that sort would mean one 
of two things: Either the salesman would get over his 
ambition to learn about things so he could sell them better 
or he would take a job in another store where there 
would be more opportunity to improve. 

* %* * 


They tell the story of an old fellow in my home town 
who bought a stove from a hardware dealer and lacked 
the money to pay cash for it, but said he could pay for 
it within a month. He was not too good pay and the 
hardware man said, “I know you’d pay me all right, 
but I wish you’d give me a thirty-day note for the 
amount, because you might die and then how would I get 
my money ?” 

“Aw,” replied the old residenter, “who ’n hell ever 
heard of anybody dying in thirty days?” 

*k * Ox 

Lick, the man who built the great observatory, had a 
peculiar method of testing any young man who applied 
to him for a job. He would tell the applicant to go out 
into the woods and dig up a small tree and bring it out 
and plant it upside down in the yard, putting the branches 
under ground and the roots up in the air. 


























If the applicant went ahead without objection, follow- 
ing instructions to the letter, he got the job. He showed 
that he knew how to obey the orders of his superior and 
that was a qualification Lick wanted in his employees. 
If, however, the applicant stopped to point out the folly 
of such planting, declaring it was useless, he was out of 
luck. 

I don’t know that Lick’s test would meet with every 
employer’s approval, but certainly obedience to orders is 
an important thing for the young man to accept as of 
prime importance. 


Bracing Bits 


Whenever you feel like knocking some one, take a 
look into the mirror. Go after the man you see there. 
Knock hell out of him—he needs it. 





The man who is satisfied with little already has more 
than that. 





Independence of thought may cripple friendship, but 
liberty can walk alone. 





Hope stays at the bottom though it raises us to the 
skies. 





The man who lives the golden rule is every inch a 
king. 





Chin music comes out of a mouth organ. 
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CORRECT E NO 79 crop 
DESIGN FORGED 
SUPER WELL 

QUALITY BALANCED 


SCREW DRIVERS 
“The Toots in the Plaid Bor” 





AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 
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This display tray 
contains 14% doz. 
hammers to retail 
for 50c, 75c and 
$1.00 


i AMMERS 


Se 


Bl ad 


Dealers tell us this 
tray has_ trebled 
their hammer 
sale. 

Ask your jobber 
for No. 90 Display 
Tray. 


EVANSVILLE 
Tool Works, Inc. 
Evansville, Ind. 


ANSWER 
FOL SWORE S 














This practical 
SOLDERING 
and TINNING 
FLUX flows 
evenly, acts quickly, fluxes perfectly, sticks to the 
work, makes a “better joint” with less solder, and 
never corrodes. 





To prove it never cérrodes we put it up in tin 
containers. Send for Free Sample and Prices. 











Good 
Seller 


68 McDOWELL STREET 


RUBY CHEMICAL CO.  Fre4, 
COLUMBUS, OHIO 











DETROIT TORCH & MANUFACTURING co. 


e, B.S. Alder Co. - 
lorn Co. 


627 Washington Blvd., Chi 
415 Metropolitan Bldg., Toronto 


O. C. Andersen - - 
Grant-Chater Co. - - 
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GREASE Cups 
and OIL aug Iyox. U 


For Every Purpose 


Included in the Bowen line 
of grease cups and oil cups, 
are lubricators of the exact 
type and size to meet every 
lubricating requirement. 


Catalog No. L-104 showing 
more than fifty other types 
will be sent upon request. 


BOWEN PRODUCTS 


CORPORATION 
AUBURN NEW YORK 


Branches 


BOSTON 161 Massachusetts Ave. 
CHICAGO 412 Wrigley Bidg. 
CLEVELAND 7113 Euelid Ave. 
DETROIT 2760 W. Warren Ave. 
KANSAS CITY 1322 MeGee St. 
MINNEAPOLIS 983 17th Ave., 8. E. 
NEW YORK 220 Broadway 
SAN FRANCISCO Monadnock Bidg. 








No. 116 


Ne. 5739 Ne. 118 


Attractive Counter Dis- 
plays containing assorted 
sizes of the types of grease 
and oil cups most in de- 
mand provide the dealer 
with a quick and easy way 
to sell and also a con- 
venient method of stock- 
ing these small parts. 











IT’S NEVER TOO LATE 
TO LEARN! 


' After you read your copy 
of Hardware Age, go 
through it again and see 
how many of the merchan- 
dising ideas, stories and 
editorial hints you can try 
in your store. Remember, 


Even the best of us can 
profit by observing what 
the other fellow is doing. 
This is particularly true in 
the hardware business. We 
have often been told of the 
successful outcome of some 
merchandising idea _ that 
was prompted by a Hard- 
ware Age story. 


something new is always 
interesting. You'll find 
plenty that is new in Hard- 
ware Age. 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 
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Sebco Backs the Jobber 





National Advertising 


Prepare for the demand created for Dryvin and the 
rest of the Sebco line by national advertising in such 
Sapeeore as American Builder — Electragist— 

lectrical World, Sheet Metal Worker, Telephony, 
Sanitary Engineer, Hardware and Metal, etc. Your 
customers also regularly get Sebco direct mail 
literature. 

Send for samples of Dryvin, Tampin, Loxin-Also 

booklet of useful information. 


STAR EXPANSION BOLT COMPANY 
148 Cedar Street New York City 








Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 

with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 
ORR SE IRE ee 































TRADE MARK 


<7 QUICK’ AS 


CHTNS 


Here’s a Sprayer 
That Sells on Sight 


It fills, as no other sprayer can, a universal need for a 
small, compact compressed air sprayer, easy to carry, 
easy to use, highly efficient and thoroughly well made, 
at a moderate price. 


THE SMITH SPEEDEX 
COMPRESSED AIR SPRAYER 








BRASS 
NOZZLE 


BRASS 
VALVES 


I41N.- ALL BRASS CONVENIENT 
PUMP- IAIN. DIAM. FOR CARRYING 


|! \ 







































SPARE 
NOZZLE 

















BRASS 
PUMP BRACES 








NON-TIP 
TANK GUARD 














HEAVY GALVANIZED TANK 
1 GAL. CAPACITY 


BRASS FILLER 
CAP 




















For spraying all insecticides on vegetables, flowers, rose 
bushes, shrubbery, etc. For spraying disinfectants, fly 
oils, etc. Conveniently carried in the hand. A stroke 
of the pump now and then maintains a powerful air 
pressure in the tank, to propel a broad continuous spray. 


If your jobber cannot supply you, write 
for descriptive literature and prices. 


The Speedex is only one of the 40 types of sprayers in 
the Smith line, a line that has been developed and per- 
fected over a period of over forty years. Nationally 
advertised for 25 years—in use all over the world. 


Catalog of complete Smith line sent on request. 


D. B. SMITH & COMPANY, Inc. 


For 40 years (1888-1928) Makers of Quality Sprayers 
Utica, New York 
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STAR HEEL PLATES 
“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 


Because they are made of the very best annealed malle- 
able iron and are larger ard heavier than other brands. 


Send us your order today. 





@ ~~ ° 
. €B No. 5 
and No. 4 
sell 
and F 
sell No. 3 
Em» No. 2 
iy No. 1 
EX No. 0 
These illustrations are % size. 
STAR HEEL PLATE CO. 
LOUIS SACKS, Ine. 
Newark, N. J. U. S. A. 


For the Life of a Lawn— 


The New 


SHERMAN DIAMOND 
HOSE NOZZLE 


A perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in_ less 
time. It throws more water 
farther —thus shortening the 
important hours of lawn and 
garden sprinkling. A _ larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off. 


” S 
“ite 





Order a dozen Diamond Nozzles 
in display carton featuring “Per- 
fect Spray” from your Jobber. 
Individually wrapped in tarnish- 
proof papér. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 

Hardware Age Verified ies of Wholesalers and Retailers is indis- 
direct-by-mail a work and also a 
helpful guide for salesmen’s calls. sales manager should 
have one on his desk, and every stenmes could profitably carry 
a copy in his grip. Since the previous issue was pu! there 
have been more than 10,000 —— and corrections, and these 
all appear in the current Eighth Edition. 
Hardware Wholesalers find Verified LAist of great value in 
‘checking”’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











is 
The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 


The live dealer can amplify his sales 
by prominently displaying these ar- 
ticles. 

Step up your sales by reading the 


electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 
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Divot Bearing 


FAULTLESS CASTER COMPANY 
EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 











Se 
Pipe Cleaner 


NET WEIGHT 15 OZ 
Manufactured by 
The CHAMBERLAIN COMPANY 


PitrssuRGH, PA- 
mT" Gee 











A Big Seller for Clogged Pipes 


Drain pipes become clogged quickly in cold 
weather. Grease and refuse, as well as 
water, often freeze in the pipes. 

DESOLVO quickly removes all ob- 
structions. Costs little—saves much—sells 
readily. Good profit. Most homes use a 
can a month. 

Your Jobber will supply you. 


Not Sold to Grocery Trade 


The Chamberlain Co., Pittsburgh, Pa. 
33 Terminal Way 











LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 


Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 


1927 CROP 


Before buying for delivery after 1927 crop, send us a 


list of your wants that we may quote you if our traveler 


does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 








Silver Lake 
Sash Cord 


Solid Braided-100% Cotton 


Look for the name stamped on 
every foot of cord 





C]iceni? ed 


2O Yocrs 





























HOUSTON’S 
Gold Medal Rock Hard Water Putty 


Will Not Chip, Break, Warp or Crack 
Quickly Dries Rock Hard—Stronger Than Wood 


Just the thing for every home! Needed by every painter and carp 
Has hundreds of re cracks; repairing friezes, ornaments, “ furni- 





ture and 





sticks to wood, cement, plaster, stone 


and compositions of all kinds. Easy te mix. Can be made te match any 


Easy Sales, Quick Profits 
Sells at sight. In handy cartons. Retails at 1 Ib., 30c.; 2 lbs., 60c; 
5 lbs., $1.40; giving dealer 40% quick margin. A great repeater. Write 
for samples. Ask your jobber or order direct. 
GOLD MEDAL PRODUCTS COMPANY 
Makers of Houston’s Famous Was Products 
1210 Sheridan Read, North Chicago, Illinois. 


” Best ne al Used 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 

quality and the i- 
table pas square sales pales icy 
. - under which they are dis- 

e@ereneeaeee . tribut 

Your guarantee is the name 
“Universal” stamped on 


[‘e e'elelelieleieee 


ale sigieleieieie each clamp and printed on 
‘ " each carton. Look for *- 
<1 9! AGL Lem name when you buy and be 


— you get what you ask 


Their size adaptability, ease 
of installation, leak preven- 
tive feature and rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 
edges are smooth. Every 
chap is ‘Electro - Galvan- 
ized.” 


One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of smal! hose 
we make a Junior Clamp 
adapted to % to 1% in. ad- 





justability. 
Universal 
Mareh , Sraaet Industrial Corp. 
Merch 1, 1921 Héchenesch, N. J. 


HOSE 
CLAMP 


Adjustable to Lit ary hose of argy Size 


| 




















»» TINSEAR 


AMAZINGLY SERVICEABLE! Here again 
TWIN SEAM proves its honest- to-goodness quality 


and value in work gloves. 


U. S. GLOVE CO., — Marion, Ind. 















Order From 
Your Jobber 
heavy Pearl 


with famous 
Large gauntlet 


in Knit Wrist. 





No. 25—Extra heavy, 
long nap, Hairy Brown 
Flannel — lined with 


Flannel and reinforced 
IN 


No. 23—Same as above 














Saunders Norvell Says, 


The man who can explain the construction, who 
can give an interesting, detailed account of the 
manufacture of a piece of cutlery, is the man who 
is going to sell it. 


Put yourself in the consumer’s shoes. What 
would you think of a dealer who, after he has 
learned your need, starts a sales argument some- 
thing like this, “Well, here’s a nice knife I can let 
you have for $1.25; of course, if you want some- 





“Know Your Merchandise to Sell It” 


thing better, this sells for $3.50.” If you press him 
for an explanation of the difference, you get a 
meaningless little speech on “better quality.” 

He simply doesn’t know his goods. 

But his case is not hopeless. Moreover, he 
doesn’t need a “Five Foot Shelf of Books” to learn. 
The cutlery articles in HARDWARE AGE are an edu- 
cation in the construction and merchandising of 
cutlery. Study them carefully. 
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Tool Cases You Can Sell with Confidence 
BECAUSE 


The Green Line policy to build the best 
tool case possible, and, to stand back of 
every case, protects you and your 
customers. 


GREEN-CASE, INC. 


Main Office and Factory, Eastern Office, No. 85-32 Popular Riera 
















No. 90-32—Full size, 
a 1550 L d Ave., 89-91 Warren St., 
Carpenter Suit Case Chest. Racine, Wis. New York, N. Y. Carpenter Shoulder Case. 

















en en neem 


The familiar 
phrase “As good 
as Wright” sug- 
gests that there is 
one sure way of 
getting the high 
grade hexagonal 
netting and wire 
cloth that others 
a 72% Greater Holding 
Power Than Wire 
Simply specify Nails. Won't Split the 


“Superior Brand” Wood. Heads Stay on. 
Send for Quotations 
G. F. Wright Steel READING IRON 
& Wire Co. COMPANY 
Worcester, Mass. Reading, Pa. 
U.S. A. gees, Fanta Pe nt 
Headless Out Foundry, Bleck end Gel- 


eanised Out Shingle, Cut Clipch ond 
Hinge Noile. 


READ! 
CUT NAILS 














OFA/IN “RED END” RULES 


STRIKE PLATES — SPRING JOINTS 
A NEW AND BETTER RULE, OF SUPERIOR QUALITY, FINISH AND 
APPEARANCE 


Snow White and Cream Enamel Finishes, Beautiful and Durable. Spring Joints of Solid Brass, Firm, Smooth- 
Working, Rust Proof. Brass Strike Plates, Preventing Wear in opening and closing. Rules furnished with 
as well as without Folding Hook. Gloss Red Ends dress up and distinguish these rules. 


THE [UFKIN fpULe £0. 


SAGINAW, MICHIGAN 
NEW YORK WINDSOR, CAN. 


TAP ES—RULES—TOOLS 
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INSTANT 
CONSUMER 
ACCEPTANCE 


Greater 
Dealer 
Profits 


With this Unique 
All-Purpose Sprinkler 


Displayed in an attention-com- 
pelling counter carton that clearly 
pictures its marvelous versatility 
at a glance, you can’t help doub- 
ling sales and profits with this 
novel “Rain-Drop” Sprinkler. 
“Rain-Drop” is something dis- 
tinct in the field of lawn sprink- 
lers—the only low-cost sprinkler 
that is adjustable to any desired 
position. Made of extra quality 
materials, accurately constructed— 
outwears several ordinary sprink- 
lers. Beautifully finished in lus- 
trous green and glistening brass. 
Dealers everywhere are arranging 
NOW to handle “‘Rain-Drop” next 
season. Send for a copy of our 
booklet. ‘‘The Path of Profits’ 
containing a unique, effective mer- 
chandising plan that will help 
you sell “Rain-Drop” Sprinklers 
quickly and easily. 


ALSTEEL MFG. CO. 
17 Carlyle Street, 
Battle Creek, Mich. 


Send 
for this 
nye FREE 


oh 15 Book! 


IR/AILINI 


DR@P 
Sprinklers 

















= CHICAGO) 
SPRING HINGES 


(A Type for Every Requirement) 


Architects 


and 
Builders 


Those who want the 
best, when building, 
specify and use Chicago 


Type 2242 “Triplex” Lavator 
“Triplex” Lavatory P y 
Spring Hinges 











Spring Hinges. 


Dealers who sell these hinges may expect 
satisfied customers and repeat orders. 


Send for Catalogue No. H-42 
Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 


























- Hand-Made 
Flooring Axe 


The kind your cus- 
tomers will buy, use 
and tell their friends 
about. That 
means quick 
turn-over for 
you. 

One of the 
finest tools you ever 
handled and a real 
seller. 


Backed by 90 years 
of tempering experience. 













Have you our new Carpen- 
ter’s Catalogue? Write for it. 


“Old Fashioned” Quality. 


The L. &I. J. WHITE CO., INC. 
125 Columbia St., Buffalo, N. Y. 
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GRIFFIN No. 550 Wrought Steel 
Chain Bolt is a durable spring bolt 
for fastening top of door. Has de- 
pendable music wire spring and is 
constructed so as to latch easily 
and readily when door is closed. 
Easily reversed, permitting use for 
either right or left hand. Japanned 
or galvanized finish. 




















Additional Wrought Steel Chain and Foot 
Bolts and Garage Hardware are shown in 
the new catalog of GRIFFIN Hinges— 
tust off the press. 






Sta" 


‘RE F IN 


Manufacturing Co 
ERIE PENNSYLVANIA 


( Branch Jf NEW YORK 45 WARREN ST<CHICAGO 555 W RANDOLPH ST. ]|_ 
O7fiC€S_ VL BOSTON 124 PEARL STSSAN FRANCISCO 703MARKET ST. J 












































The Bis = 
Exclusive 





Sales Leadership 
-Year after Year 


& N. Lawn Mowers have exclusive talk- 

e ing points that attract customers and effect 

sales. This is one of the reasons why F. & N. 

dealers show greatest increase in lawn mower 
| profits year after year. 





| The biggest exclusive feature is the F. & N. 
Self-Adjusting Ball Bearing Device with the 
patented steel sleeve, (shown above). This 
automatically takes up all wear and is guaran- 
teed to keep the bearings in positive adjustment 
throughout the mower’s life. No bothersome, 
difficult, set-screws-—and no hand adjustment is 
necessary. It is the only dependable automatic 
adjustment ever devised—and it is obtainable 
only in F. & N. Mowers because it is patented. 


Look for the Steel Sleeve! 


The genuine F. & N. Self-Adjusting Ball Bear- 
ing Device is enclosed in a dust-proof steel case 
or sleeve. Therefore, beware of mowers of simi- 
lar appearance with the patented controlling sleeve 
omitted. 
Make this year your biggest lawn mower 
profit year. Order F. & N. Lawn Mowers from 
your jobber now, or send us your inquiry. 


he FSA, LAWN MOWER Co. 


RICHMOND, IND. U.S.A. 
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They 
Are 


the Best 


They | 0 
Are Ke) fom 
the Best | © 


Millions 
and Millions 


Of People Are Pushing 


BOMMER SPRING HINGES 


When Opening Doors 


Follow 


the Line of Least Resistance 


Stock and Push Them 


Bemmer Spring Hinge Ce., Brooklyn, N. Y. 






































Sash Pulleys that 



























| Outlive the Buildings 


Thousands of the first Grand 
Rapids All Steel Sash Pulleys 
made are still giving dependable 
service after thirty years’ use. 
Their longevity, exceptional 
strength, smoothness of opera- 
tion, and economy make them 
first choice of an overwhelming 
majority of all users. 

The line is complete—fills every 
requirement in Ball Bearing, 
Axle Bearing or Cone Bearing 
Types—the large lubricated Cone 
Bearing pulleys, self aligning and 
noiseless, are exclusive with the 
Grand Rapids Line. 


Grand Rapids 
Hardware Co. 
558 EleventhSt., 
Grand Rapids, 
Mich., 
U. S. A. 
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New Business? 


There’s More Than You Can Handle— 


There’s more new business than you can handle right in 
your own store and community—but it’s unaroused. 
startling statement, you say. But it’s true in thousands 
of stores. 


Warren Fixtures, Display Tables 


and Show Cases 


The sole change necessary to get this business is to bring 
the merchandise from your shelves out into the open where 
it can be forced on the attention of customers day in and 
day out. 

Spacious aisles, low wall fixtures, and a center arrange- 
ment of Display Tables, as furnished for the new home of 
Schug Hardware Co., Bellevue, Ohio, illustrate the prac- 
tical application of these 
ideas. There’s more business 
in your store, too. .Why not 
let us suggest how to get it 
—with Warren Equipment? 





News Item - 


The Phillips Hardware Co., Pa., have just 


Brookville, 
completed a complete rearrangement of floor units in their 
store under the direction of an experienced Warren Store 


Engineer. 


Sixteen of the most modern “Warren” small 
merchandise and cutlery Dis- 
play Tables are utilized to 
get merchandise before their 
trade and make shopping a 
pleasure in this store. Al- 
ready there has been a 
noticeable increase in cash 
sales. 


J. D. Warren Mfg. Company 
208 W. Washington St., Chicago, IIl. 


J. D. WARREN MFG. CO., 
208 W. Washington St., Chicago, Il. 

Please send me: [ The Warren Fixture Catalog. 
0 Display Table Folder—‘“Increased Sales and Bigger 
Profits.” [ The Warren SHOW CASE Catalog, as fea- 
tured in HARDWARE AGE. 
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FOR SLIDING DOORS 
ON ANY BUILDING 


MONG your town or city 
A customers as_ well as 
among those who live in 
the country there are always 
those who are erecting new 
buildings or repairing or re- 
modeling old ones. Teany of 
these buildings have sliding 
doors which must be fitted 
with door hangers and track. You are familiar with this 
demand in your vicinity. It rises and falls with the 
seasons but never quits entirely. Some one is always 
building something that requires sliding doors of some 
kind. , 
No matter how large or small this demand is, regardless 
of the style of buildings being erected—barns, garages, 
sheds, storages and the like—there is a Myers Stayon 
Hanger that will fit the need perfectly. Single or tandem 
rollers, steel roller bearings, malleable iron frame, with 
stayon, adjustable and flexible features—all recognized im- 
provements of superior merit-—will add to your customer’s 
satisfaction and attract new trade. 

Myers Stayon Door Hangers and Track are staple mer- 
chandise with a regular year through demand—if you 
are not familiar with the line and its possibilities, write us 
now. Our new Door Hanger Catalog, No. DH28, is ready 

for distribution—it shows 
the complete line—ask for 
your copy today. 


The FE MYERS & BRO.CO.Ashliand Ohio. 


—_ ASHLAND PUMP AND HAY TOOL WORKS- 









Babcock Spruce Ladders 


“Day by day in every way” the Babcock Spruce 
Ladder factories are getting busier and busier. 


The reason is Babcock Spruce Ladders “make good” 
on every job—and they’re SAFE to use. 


We make Ladders for every purpose and pay the 
freight. Send for latest price list. 


Ww. W. BABCOCK CO. 
Bath, N. Y. 
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a electrical goods during 
the gift season is not much of a task, as 
most merchants realize, having just 
closed a successful gift season. Bring- 
ing the all year sales nearer in line with 
the gift seasons is the big task. 

@ One way to do this is to put consistent 
selling effort behind them. This is well illus- 
trated by the experiences of French & Welch 
Hardware Co., as told on page 16 of the 
E.ectricaL Goons SEcTION, which follows this 
page. This is a good selling story. 

@ Another story on page 10 tells how Zahner 
keeps that store in public mind as an elec- 
trical headquarters. 

@ There are other selling ideas in this sec- 
tion, some of which you doubtless can adopt 
or adapt to your advantage, 
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HE popular price of 
the One Minute 
Model 60 has opened 


an entirely new avenue of 
sales for One Minute deal- 
ers. Those who have never 
owned a washer—those 
with obsolete machines— 
those whose incomes will 
not permit the purchase of 
the higher priced machines 
are buying this remarkable 
new One Minute. 

Dealers everywhere say 
it is the easiest selling 
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washer they have ever 
handled. 

And the Model 60 is 
backed by over 27 years of 
successful washing machine 
manufacturing experience 
—so you can bank on its 
quality and performance. 

If you are looking for a 
real volume building 
money-making franchise 
for 1928—send the coupon 
below or wire us for details 
of this One Minute Fran- 
chise. 


ONE MINUTE MANUFACTURING CO. 





NEWTON, IOWA 


Name 
Street _ 


‘Town 


ONE MINUTE MBG. CO. 


Newton, Iowa. 


Send details of One Minute Model 60. 





























PAHIS new Hotpoint 
Waffle Iron is one of 
four available for February, 
the National Waffle Iron 
Month. They range in price 
from $10.50 to $15.00. They 
are made of pressed steel 
and covered with a highly 
polished nickel finish. 
’ All Hotpoint Waffle Irons 
have the patented CAL- 
ROD heating element that 
is practically indestructible. 
To help you sell Hotpoint 
Waffle Irons in February, 
we have prepared a com- 
plete Waffle Iron Merchan- 
dising Plan. This includes 
attractive waffle iron broad- 
sides and folders in color, 
bill stickers, a full color 
window card, newspaper 
electros and a handsome 
miniature stage for effec- 
tively displaying Hotpoint 
Waffle Irons. Write for 
complete information. 


HE new Hotpoint 

Toggle Toaster is for 
March, the National Toaster 
Month. The convenient tog- 
gle switch in the base is a 
strong selling point — it 
turns the current on and 
off without removing the 
plug and prevents burning 
the fingers. It makes the 
toaster easier and handier 
to use, It’s a Toast-Over 
type, 

Four Hotpoint Toast- 
Over Toasters are offered, 
listing in price from $6.00 
to $8.00 

Write for the complete 
Hotpoint Toaster Merchan- 
dising Plan. It includes 
toaster broadsides, folders, 
bill stickers, window cards, 
newspaper electros and the 
Hotpomt miniature stage. 
Complete information is 
given to help you plan a 
campaign to sell Hotpoint 
Toasters. 


Percolators 


P gees is National Per- 
colator Month. As a 
special we are offering this 
beautiful new Hotpoint 
percolator. It makes coffee 
by the exclusive Hotpoint 
Hot-drip method, extract- 
ing every bit of flavor from 
the coffee bean. 

A complete line of Hot- 
point percolators and per- 
colator sets are available 
for April. All have the high- 
est Hotpoint quality with 
new beauty and grace of 
design, 

The Hotpoint Percolator 
Merchandising Plan in- 
cludes broadsides, folders, 
bill stickers, window cards, 
newspaper electros and 
miniature stage. The most 
attractive Hotpoint sales 
helps ever offered. Make 
use of this material to 
make more money during 
National Percolator Month. 








O give Hotpoint dealers a “flying start” for 
business and profits in 1928, Hotpoint has pre- 
pared three high-speed sales campaigns. We are 
introducing new and improved appliances with the 
usual Hotpoint high standard of quality at prices 
that make them real values. Each Hotpoint sales 


campaign is backed up by a full-page advertisement 
in color in The Saturday Evening Post. In addition, 
ads will appear in Ladies’ Home Journal and Good 
Housekeeping. If you want to start 1928 with more 
business than you ever had before, get in touch with 
the Hotpoint representative in your territory, or 
write us today. Make a “flying start”! 


EDISON ELECTRIC APPLIANCE CoO., Inc. 


5644 West Taylor Street, Chicago, Illinois + Factories: Chicago, Illinois, and Ontario, California 
Chicago NewYork Boston Atlanta Charlotte Cleveland Kansas City Denver Salt Lake City Seattle Portland 


Los Angeles San Francisco Dallas Ontario, Calif. 
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(In Canada: Canadian General Electric Co., Ltd., Toronto) 

















The 
clearest and 
truest Electric Radio 





Balkite “A” 
Like Balkite “AB” but for 
the “A” circuit only. Enables 
owners of a “‘B” eliminator 
to make an electric installa- 
tion at very low cost. $35. 





Balkite “B” 


The accepted tried and 
proved light socket “B” 
power supply. Three mod- 
els: $22.50, $35, $42.50. 





Balkite Chargers 
Standard for “A” batteries. 
Noiseless. Can be used dur- 
ing reception. Trickle or 
High-Rate, 3 models, $7.50, 
$9.50, $17.50. 

Special models for 25-40 
he at slightly higher prices. 
Prices are higher West of the 
Rockies and in Canada. 
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Is a standard 
radio set 
equipped with 
Balkite 
Electric “AB” 


Now you can give your customers 


an AC electric receiver and still keep . 


your sales in tried and proved devices. 

Simply by equipping the sets you 
sell with Balkite Electric‘SAB.” Bal- 
kite Electric “AB” re- 


I 5 ee bd 
“ae ‘wae . A’ sn Chicago Civic Opera 
atteries an on the air Thursday Even- 








standard sets and standard type 
tubes. Both are tried and proved, 
and give by far the clearest and 
truest reproduction. The same high 
standard of reception to which set 
owners are accustomed. 

In this method there is nothing 
experimental, nothing untried. It 
consists of two of the most depend- 
able products in radio—a standard 
set and Balkite. 

By all means sell electric opera- 
tion. As shown by Balkite sales fig- 
ures, that’s where the 
volume is in radio 
today. But let the 


supplies radio power |} ings, 10 P. M. and 10:30 |] AC sets you sell be 
from the light socket. rmoeliee ren: vvoociaeed | Standard radio sets 


It contains no battery |} stations on the Blue Net- || equipped with Balkite 


in any form. It operates epee Psy tiga Electric “AB.” Then 


only during reception. | cn Hour || the Profit on each set 


It makes any receiver 
an electric set. 
This method 





will be clean. 


Two models— 
$64.50and $74.50. 


, : . Ask your jobber. 
makes possible e Fansteel Products 
the use in elec- Co., Inc., North 
tric reception of a Chicago, Ill. 


ELECTRIC AB 


<[ contains no battery 
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Editorials 
SiS Por a Titte for Tithe Picture. ....... 6. ce cesencss 


Laying Out Four Advertisements as One............. 
Guy Hubbart in this article makes directly helpful sugges- 
tions to the merchant who does not employ a professional 
ad writer and who finds planning use of his space burden- 
some. One layout is suggested for a month’s advertising. 


Cases for Tone; Tables for Sales..................6-- 
This story from the experiences of a department store elec- 
trical goods manager has a wealth of experience and di- 
rect results behind it. The practice is applicable to all 
sized stores. 


Small City Hardware Store Sells 200 Washers a Year.. 


This company has a definite plan of reaching customers and 
prospects and the experience shows that it brings results. 


A Corn Popper Sells Washers................0-000.- 
Not actually, perhaps, but this story illustrates how a city 
hardware store keeps its customers thinking of the store 
as an electrical headquarters and that means when any- 
thing electrical is to be bought, this store will get a 
chance. 


Electrical Refrigerators Meet Store’s Customers...... 
In order that every possible introduction of customers to 
this new household merchandise shall take place, the re- 
frigerators are moved about to greet people in all parts of 
the store. Behind this is the thought that every house- 
hold is interested. 


Inventory Sales Prospects as well as Stocks........... 
Arthur Sinsheimer makes a suggestion for profitable use of 
the cards you have kept regarding the kind of set each of 
your customers has bought. Each customer is a direct 
prospect for further sales. 


Boston Utility’s Window Dressing Service............ 
The Boston Power company is seeking to help small mer- 
chants to sell more appliances. A window dressing ser- 
vice for electrical shops was organized and this has been 
extended to small hardware stores. It shows a spirit of 
cooperation and is resulting well. 
More and Better Sales by Better Salesmen............. 
Mr. Chantler brings out in his cartoon the power of sales- 
manship that lies in knowledge of the thing you sell—not 
so much in how it is made as what it will do. And on the 
companion page is a plan that makes regular readers for 
advertisements. 
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November Picture Title Award....................2.. 
SET TUOUUR TOTIOEO’ .... 0's cio o'sceaeedoeecced coves 
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GEORGE H. GRIFFITHS, General Manager 
CLYDE — 
ditor 
SPENCER PHILLIPS 
Eastern Advertising Representative 
239 West 39th St. 
New York City 


Radio Editor 
LEROY STAUNTON 


Western Advertising Representative 
1505 Otis Building 
Chicago 





ARTHUR SINSHEIMER 


Publishing Address U.P.C. Bldg., 239 W. 39th St., New York City 





Your Special 
Attention 


E are privileged in this is- 
sue to present a New Year 
message from C. Ernest 


Greenwood, chairman of the General 
Merchandising Committee of the 
National Electric Light Association, 
to the merchants of the country. 

Mr. Greenwood, as chairman of 
the merchandising committee, in- 
augurated the conferences between 
the representatives of the N.E.L.A. 
and the national Hardware, Dry- 
goods and Furniture merchant as- 
sociations. He has served as. the 
presiding officer of each of the 
meetings held. 

These conferences have been de- 
lightfully outspoken. Criticisms have 
been freely expressed and discussed. 
There has been little disposition to 
evade the issues. In this way, Mr. 
Greenwood has learned what is in 
the mind of the merchant to whom 
he refers as the “independent elec- 
trical merchandise dealer.” 

It is a part of Mr. Greenwood’s 
plan to have more conferences. He 
has expresséd the hope that future 
meetings will be of constructive 
action. He says in this message, 
“The Power Company needs the in- 
dependent dealer to help sell electric 
service to the public.” 

We believe that this is true and 
that Mr. Greenwood and his asso- 
ciates realize the importance of the 
situation. And we believe that Mr. 
Greenwood expects (and rightly so) 
to do much that is constructive 
through these conferences in 1928. 
And we believe that the independent 
merchant will profit. 

We believe that Mr. Greenwood 
and associates should be given an op- 
portunity and as much assistance as 
possible before the situation is com- 
plicated by drastic action. 
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Thornycroft’s 
“Alfred the Great” 

Winchester, 

England 








HOOVER 


LEADERSHIP 


‘ extends to every phase of its activities and prevails by 
the widest margins . . . for example . . . 124,700,000 
Hoover messages will appear in 1928 in national publi- 
cations alone, contributing to an advertising total unap- 
proached by that of any other cleaner. Every sale resulting 
from this advertising is a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners - The Hoover is also made in Canada, at Hamilton, Ontario 
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Pull the Curtain on 1927 


MUST about now every merchant is busy taking inventory. Old stuff will 
give place to new, and new ideas should supplant old ones. Among the 
old ideas that might be “charged off’ or at least greatly “depreciated,” 
is the one which places at the door of the Power industry the reason 
for disappointments in the success of electrical departments in the hardware and 
dry goods industries because of unfair competition. 





Such a sweeping indictment indicates first, the lack of understanding of the duties 
of the utility to the public and the service rendered by the utility to all trades 
in building the foundation for their marketing of electrical wares. Again, there 
is evidence of failure to discriminate. 


In culling over the apple barrel, the speckled fruit stands out offensively to the 
eye. We are suspicious of the whole lot and we condemn them. From the same 
viewpoint are not some of the independent merchants inclined to make indiscrimi- 
nate criticism of Power Company sales operation? Are these same merchants stand- 
ing as high in the estimation of their fellow merchants in the community on the 
one platform of “constructive competition” as the utility organization in the town? 


Every dealer in electric merchandise should look at the penny he flipped up yester- 
day. On the “tail” side one reads the historic message “E Pluribus Unum”— 
“United we Stand, Divided we Fall.” No sentiment can be expressed more perti- 
nent to the dispute now rising on the subject of destructive competition. The 
Power Company needs the independent dealer to help sell Electric Service to the 
public; and capable, unbiased merchandising minds say the dealer must have the 
constructive leadership in merchandising and promotion of the Power Company. 


Then let’s have a truce! The cause of each of us is being jointly considered in 
orderly procedure. Why jeopardize the outcome of cool deliberation now in progress 
by sympathetic organization representatives by keeping the pot of discontent boil- 
ing? If representative minds cannot solve the dilemma of Trade Competition in 
the sale of electric devices, then, and then only, is there cause for destructive 
action. 


The spirit of the greater utility executives will always be for constructive 
leadership in the electrical field. Leader ship in electric merchandising can only be 
earned through good business ethics. Can we not then pull the curtain on 1927 and 
be optimistic for greater cooperative marketing practice for the coming year? 
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Chairman—General Merchandising Committee 
NATIONAL ELECTRIC LIGHT ASSOCIATION 


Electrical Goods Section 7 




















Cases for Tone; Tables for Sales 


In a Virginia department store the effort 1s to get the woman to take the 
appliance in her hands and then keep her using it 


ee O charge, did you say?” 
| It was the incredulous 
tone in the voice of the 


young woman who used _ these 
words that caught the attention of 
the writer as he walked through 
the electrical goods department of 
the Miller & Rhoades Company’s 
department store at Richmond, Va. 

She had just received an electric 
iron left the day before for a minor 
repair and to be told that there 
was no charge in a case like that 
was a new experience for her. She 
was not entirely sure that the 
salesman was not trying to play a 
practical joke on her. But he 
added: 

“We have a little service depart- 
ment for the convenience of our 
customers and we make no charge 
except for material used in making 
the repairs. There was just a 
broken connection in your iron, 
which it took a man only a few 
minutes to repair and certainly we 
couldn’t charge for that.” 

The sincerity in the woman’s 
“Thank you” that closed the con- 
versation left no doubt in the minds 
of those who heard it as to where 
she would buy her electrical goods 
in the future. 

“I’m glad you heard it,” remarked 
Charles P. Marlatt, manager of the 
department, when he was told of 
the incident a few minutes later. 
“You have just witnessed a case 
that has been one of the biggest 
factors in building our electrical 
sales from a mere incident three 
and a half years ago to the point 
where it requires the full time of 
three salespeople and a demonstra- 
tor. 

“That woman knows that if she 
had taken the iron to an electrical 
shop or store to be repaired she 
would have had to pay and she 
probably came here expecting to 
pay. We have lost nothing, for by 
rendering her a little service that 
took just a few minutes of the 
spare time of one of our men, we 
have clinched her electrical trade. 

“She probably will never again 


darken the door of an electrical 
store, where she has found unat- 
tractive display, indifferent sales- 
men and costly repair service. In- 
stead she is coming to a woman’s 
store, where she will find the goods 
attractively shown, every courtesy 
from the sales people and service 
that is as inexpensive as it can be 
made. 

“The department store is the 
woman’s store, and is the logical 
place to sell the electrical goods 
the woman buys; which includes 
everything from a lamp to an elec- 





Lighted lamps attragt to this display 

against a store pillar. The lamps are 

shown in wire baskets and thus dis- 

played they sell better than from 
cartons. 


trical refrigerator. She knows that 
her trade and good will are wanted 
at the department store and that 
she will not only find an attractive 
place to visit but that her likes and 
dislikes will be considered and that 
she will be given a square deal.” 
Ability to understand the femi- 
nine buying instinct and to take ad- 
vantage of this knowledge tells the 
story of Mr. Marlatt’s success in 
selling electrical goods to women. 
“Open display’ sells easily ten 
times as much as the same display 
under glass,” he said in explaining 
the arrangement of merchandise 
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on tables. ‘We show some of our 
more attractive articles under 
glass, but that is chiefly to add tone 
to the display. We make our sales 
from the tables. 

“When something interests a 
woman, she wants to pick it up and 
examine it. The minute she gets 
her hand on it the sale is all but 
made. But if the same thing is 
shown under glass, where she can’t 
pick it up, selling it to her is an 
entirely different proposition. 

“Waffle irons lead our appliance 
sales now and there’s a reason. 
Their beauty—as compared with 
the black and soot-covered iron in 
which she has been accustomed— 
first attracts the woman’s attention, 
and the polished nickel surface is 
an invitation to her to put her hand 
on it and then push down the handle 
to see how the top section of the 
iron is lifted. And the minute she 
does this the sale is half made. 

“If a salesman is at hand and 
sees her interest, he immediately 
points out how easily waffles are 
made with this iron. Just push a 


at a 
alt 





Lamp cord also is shown against a 
pillar, where people can reach it to 
make a close examination. 
































button and in a few minutes the 
plates are hot, and delicious waffles 
can be made at the breakfast table 
without soot, smoke, odors or 
burned fingers. He sells her not a 
$15 iron, but $15 worth of service. 

“And after we get her money it 
is up to us to see that she gets the 
service she has been promised and 
kas paid for. As long as she gets 
it, she is our customer and a booster 
for us. But if we fail to make good 
on our promise, she and probably 
other customers will leave us. 

“That’s why we have a service 
department and will make no charge 
for repairs or make the charges 
just as low as possible. We give 
very liberal adjustments and to 
almost any extent to satisfy a cus- 
tomer, and experience has shown 
us that it pays.” 

The manner in which salespeople 
approach ‘and talk with customers 
is all-important matter in selling 
to women, Mr. Marlatt says, and he 
has given a great deal of study to 
the best methods of developing a 
pleasing approach among those 
who sell in his department. 

At a recent sales meeting he 
stated that a salesman meeting a 
woman in his department should 
greet her with a cheerful “Good 
morning,” and smile, instead of 
asking, “Are you being waited on?” 
or “Is there something you wish?” 

“Treat every customer as you 
would a guest in your home,” he in- 
structed his salespeople. “And 
smile. A smile will sell more goods 
than anything I know of, and it will 
make both salesman and customer 
feel better.” 
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Suggestive selling is another 
matter to which he has given a 
great deal of attention. 

““Te practice suggestive selling 
here, and sell quantities of goods 
through this plan,” he explained. 
“Rightly used, it is a big aid. But 
it can mighty easily be abused. The 
barber shop kind of selling usually 
disgusts the customer, and rarely 
makes a sale. 

“Because a woman has bought a 
waffle iron, it doesn’t follow that 
she should buy a percolator and a 
toaster at the same time, and the 
salesman will likely do more harm 
that good by trying to sell her these 
items. But if he can show her 
something new or especially inter- 
esting and not make it apparent 
that he is trying to strong-arm her 
into buying something else, good 
and well.” 

Appealing to the woman’s instinct 
to pick up an examine anything 
that interests her, lamps are dis- 
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The displays on the 
table are for sales 
and the displays in 
the cases add time 
and dignity to the 
department. 






played in wire baskets on tables, 
and sales have tremendously in- 
creased since the plan has _ been 
employed. Lamp sales have reached 
$7,500 a,year in this department 
without capital investment, break- 
age of stock or depreciation, and 
with little for the salespeople to do. 

Every three to four weeks a 
newspaper ad is run on lamps, 
usually two columns wide and five 
or six inches deep, and whenever 
this advertising appears. sales 
always jump to $250 to $300 a day. 

Formerly lamps were sold with- 
out profit for the purpose of bring- 
ing new customers into the store. 
It was figured that they could 
profitably spend fifty cents to a 
dollar for each customer brought 
down into the electrical depart- 
ment. But now, with a standard 
line of lamps, efficient table dis- 
play and newspaper and window 
advertising the sale of lamps has 
become highly profitable. 

















A Corn Popper Sells Washers 


HERE was a time when 

| Zahner’s Hardware Store in 

Kansas City “dabbled in elec- 

trical merchandise” but of recent 

years, electrical appliances have been 

and are major items for volume and 
profit. 

Two direct lines of attack are 
used—one through the show windows 
and merchandise displays in the 
store, supported by current adver- 
tising. 

A last fall’s adventure with a corn 
popper is an ex- 
ample. When the 
popper was put in 
stock, it was intro- 
duced by a show win- 
dow display built 
around it. It had 
the place of honor 
in the center, a spe- 
cial sale day sign, 
two gallons of 
popped corn were 
displayed and page 
advertisements cut 
from national maga- 
zines were shown. 
It was a _ regular 
splurge and people 
were urged to come 
to the electrical de- 
partment and ex- 
amine the popper and its product. 

The thought behind this display 
was that people were interested in 
corn poppers and whether they would 
buy or not was secondary. The 
object was two-fold: first to fix in 
their minds that Zahner’s store had 
the new, worth while things in elec- 
trical merchandise; second, to create 
traffic in the electrical department. 

Both ideas were carried out and, 
incidentally, enough poppers were 
sold to make the idea worth while. 
The people who came in to see the 
poppers could not help seeing the 
larger appliances. Neither could 
those who looked at the poppers in 
the window. This exhibit illustrates 
ideas that are making Zahner’s 
Electrical Department a factor in 
Kansas City merchandising. 

Now for the second part of the 
plan: 

Carl Zahner, who merchandises the 
electrical stock, never did like the 
strong arm method of selling. The 


expense was heavy, he did not like 
the type of salesmen it was necessary 
to employ to compete with other 
house-to-house efforts, he did not like 
forced sales and he did not believe 
that people liked to pay ‘merely to 
have something sold to them.” Mr. 
Zahner believes that people generally 
know that when they buy of a man 
who goes about ringing bells that 
they are paying a heavy cost uf sales- 
manship. So he dismissed the sales- 
men and devised a plan for “selling 





merchandise direct from the store.” 

“Of course we know our store has 
a good reputation and what we say 
directly to the customer or send him 
in printed word will command re- 
spect,” says Mr. Zahner. “We are 
now working systematically to say 
certain things to people in groups, 
taking care never to tell more people 
at a time that we can follow up 
properly. 

“At this time we are working in 
a specified 24 blocks in a good resi- 
dence section. A clerk goes through 
the latest telephone directory and 
makes a list of ’phone subscribers in 
this district with the numbers. Then 
we have a special selling broadside 
printed. In lots of 3500 these cost 
us about 12 cents each. We mail 
these out 200 at a time. 

“We know that probably seven of 
these go into the waste basket. Some 
will call up and ask about our special 
selling plan and the 10-day trial of 
the washer in their own home. A 
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few will ask for immediate trial, 
others will say they will be ready 
in a month or perhaps three months. 
Such dates are carefully noted for 
future action. 

“Some who call are non-committal 
after hearing our plan. We ask if 
we shall call back. If they are hesi- 
tant or appear doubtful, we make 
note and call again after a few days. 
If they say NO, we drop them from 
the list. 

“We are quite independent about 
it. We take every 
care that people shal! 
not be annoyed or 
urged too strong. 
Out of a mailing, we 
get a percentage of 
live prospects and 
some names for fu- 
ture use. This sup- 
plies us with as 
many trials as we 
care to handle at one 
time and as a result 
of not over urging, 
we sell nine out of 
ten of the washers 
placed for trial. 

“We have tested 


In the front of this window, near the center, is the corn popper this plan until we 
that served as the attention caller for this exhibit. 


know what to expect 
and if we get more 
prospects than we expected, we delay 
the next mailing until we are in 
shape to handle the results. If we 
are disappointed in the number of 
prospects, we hurry up the mailing 


.of the next lot. The plan, while 


standardized, is flexible to meet re- 
sult and keep the department busy. 
Last month, out of 15 washers placed 
in homes we brought one back. This 
month, out of more than that num- 
ber, not one washer has been re- 
turned.” 

The Zahner plan, of course, in- 
cludes time payments. The trial or 
demonstration period offers a time 
for credit examination. A down pay- 
ment sufficient to insure interest is 
required and a substantial reduction 
is given for a cash sale. 

“Our whole plan,” says Mr. Zahner, 
“ig based on an effort to learn who 
really wants washers, so that sales 
can be made quickly and easily and 
not to learn whom we may coax into 
buying a washer.” 























The exhibit in the corner windows of the Boston store is always carefully planned and executed and never fails to 
attract attention. 


Refrigerators are Store’s Gypsies 


They meet shoppers where crowds are thickest and foretell the 
comfort and convenience of future food handling 


EPARTMENT stores recog- 
D nize in electrical refrigera- 

tion an item that is certain to 
bring good volume and which fits into 
the home outfitting line of the stores. 
The question that remains is the best 
method of building electric refrigera- 
tor sales; that is, how to most quick- 
ly educate many people to the electric 
refrigeration purchase. 

The Boston store in Milwaukee is 
meeting this problem by taking the 
refrigerators to meet the shoppers. 
The refrigerators are at present sort 
of a gypsy department. They con- 
front the main floor crowds on the 
main display floor in unexpected 
places. 

The idea is that not many people 
are today walking into a store and 
asking to see electric refrigerators, 
yet a vast majority of the people are 
interested in electrical refrigeration 
and its benefits and convenience. So 
when they meet the refrigerators 
and the educational display that 
accompanies them, they stop, look 
and listen. 

The presentation is more educa- 
tional than direct selling. The idea 
is to interest people and to tell them 
what it is all about. The fact that 
a good volume of sales has resulted 
is encouraging as to the future when 
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more people will realize that elec- 
trical refrigeration is worth the price 
from whatever point of view they 
test it. 

R. Gillys, display manager of the 
Boston store, is much interested in 
the refrigerators. He has arranged 
the window displays that have at- 
tracted much attention and the store 
regards the future of this merchan- 
dise so favorably that the corner 
windows are often allotted. 

Then, when the shopper enters the 
store, the educational lesson is con- 
tinued for it is unlikely that this 
shopper in moving about the store to 
supply her wants, will not meet the 
refrigeration display. Sometimes a 
sale results, but the attitude of the 
average shopper leaves little doubt 
that even if she does not buy, an idea 
that probably will some time lead to 
a purchase is planted. 

Other department stores have ap- 
proached the problem in a different 
way. A number of stores have placed 
electric refrigerators with the stock 
of ice refrigerators and salespeople 
are instructed to make sure that 
every ice refrigerator shopper also 
sees the electric equipment and hears 
the good points. 

Other stores, notably the Namm 
store in Brooklyn, have- done even 
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more to carry the exhibit to the 
people. The Namm store, which hab 
exclusive sale in a populous territory, 
has opened branch stores in the chief 
centers of population in the sales 
district. Here people can inspect the 
refrigerators at their own conven- 
ience. These stores are open even- 
ings for the convenience of family 
parties. 

A department store that has made 
one of the strongest efforts in the 
sale of electrical refrigeration that 
we have been familiar with, found, 
much to the surprise of all concerned, 
that October sales ran higher than 
any of the summer months. 

This sales increase was carrying 
well into Novembér at last reports. 
The experience of the merchandising 
director in charge of personal sales 
for this store has been that the pub- 
lic is somewhat slow to accept elec- 
trical refrigeration to the extent of 
paying down money, but when the 
store’s guarantee of satisfaction or 
money back is added to the guarantee 
of a manufacturer, that the people 
will buy with confidence. Salesmen 
for this store solicited sales for elec- 
tric refrigerators, cleaners and wash- 
ers. These men found that the fact 
that they represented a local estab- 
lishment to be a great advantage. 
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Inventory Sales Opportunity as 


Well as Stocks 


: A review of sales slips will supply lists of set buyers who should be live 
prospects for eliminators and similar merchandise 


ITH the Holiday selling 

\ \ period a thing of the past 

for another year, not only in 
radio but in practically all other lines 
of merchandise, stocks are probably 
as low now as they will be at any 
time of the year and that is the 
reason why an inventory is most al- 
ways scheduled to be taken around 
Feb. 1, or as near to that date as 
each individual store can arrange it. 

But I don’t want to make this a dis- 
cussion of the regular kind of in- 
ventory-taking as it is done—or 
should be done—by every up vo date 
merchant. Let the accounting office 
take charge of that part of the work 
in the usual way and let us follow 
another course of inventory-taking 
so that, by putting the two together, 
we can pretty well find out which 
way the wind is blowing as far as 
our radio success in serving the com- 
munity is concerned. 

Look back over your sales records 
during the last two holiday selling 
months and see what sold best. Was 
it simple table model sets of four and 
five tubes or console and art cabinet 
sets of six, seven and eight tubes? 
You know sometimes the best of us 
fool ourselves by thinking that our 
customers want one kind of merchan- 
dise when in reality they are actually 
buying another kind. 

By this I mean that it’s very easy 
to misjudge the actual buying ca- 
pacity of people in a certain com- 
munity, especially when it comes to 
buying merchandise that very easily 
creeps into the luxury class, such as 
radio does when it is dressed up in 
period furniture and artistic consoles. 

That’s where a detailed review of 
your sales records comes in. It will 
show you a clear picture of the buy- 
ing capacity of your customers by 
the actual purchases made and it will 
probably surprise you to see that the 
per capita sale averaged a larger 
amount than you had realized. 

In the rush of holiday selling you 
knew you were doing a large volume 


By Arthur Sinsheimer, 
Radio Editor 


of business and you couldn’t stop to 
go over in detail each sales slip. But 
now, during the inventory, it be- 
hooves each of you to carefully study 
your records so as to keep posted on 
your own future placement of orders 
for new merchandise. 

Of course, I am taking for granted 
that along with your sales slips you 
are keeping a detailed record of not 
only what the customer bought but 
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‘s] NEVER did understand the bat- 

tery, besides it is mussy,” said the 
set owner when a service man reported 
two dead cells in the storage battery due 
to lack of water and improper charging. 
Three tubes also tested poorly. 

“T like radio but not the nuisance that 
goes with it,” said the owner. 

Quickly the service man explained an 
“A” eliminator and got permission to 
demonstrate one by promising to “take 
it out if not wanted.” In 10 minutes it 
was operating and a few minutes later 
he had traded the guarantee slip for a 


check. 
Watch for these opportunities. 
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also when it was ‘bought and by 
whom, together with any additional 
notes about the customer that you 
could gather either at the time of the 
sale or any time thereafter. Such 
data will prove very valuable at times 
when you might get in a new line of 
merchandise and want to call it to 
the attention of certain of your previ- 
ous customers. 

For instance, if six months from 
now you get in a new line of “B” 
battery eliminators you can pick out 
those customers who bought battery 
sets last month and send to them a 
special letter stating that a service 
man will call to check up the set 
bought last Christmas. Then, when 
he calls and finds the “B” batteries 
pretty well “shot,” he can very easily 
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sell the idea of one of the new elimin- 
ators by actually connecting one up 
to the set while he is there and let- 
ting the customer hear the improve- 
ment it makes. 

And here’s another stunt you can 
work when you can tell definitely 
“who bought what” during the holi- 
day rush. As soon as the February 
inventory is over, send out a per- 
sonal postal or a letter to all cus- 
tomers and ask them how the set or 
eliminator or speaker is working. 

You’d be surprised at the amount 
of sincere good-will you can build 
for your store and the radio depart- 
ment when customers feel that you 
are interested in them even after 
you have taken their money. Of 
course you'll get back some com- 
plaints and usually he will sell enough 
replacements or accessories to more 
than pay for his call—if you have 
the right kind of a service man. 

And so I could go on and on and 
point out more ideas that can be used 
for keeping up the volume of radio 
business from now right through to 
the summer period and they would all 
be based on what my _ so-called 
“inspection of past sales slips and 
records” brought to my direct atten- 
tion—and so can you do the same 
thing if you take the time to make a 
careful analysis of your inventory 
sheets. 

If you want any help on the sub- 
ject—well, you know where ELEC- 
TRICAL GOODS always stands when it 
comes to helping you to work out 
your problems. 

In conclusion let me say very em- 
phatically that the radio selling sea- 
son is not over—it’s simply inven- 
tory time when stocks are low after 
a brisk fall business. So take heed 
and usher in the approaching spring 
season with plenty of energy, new 
stocks and the right kind of adver- 
tising, particularly the personal sort 
of direct mail, primarily based on 
information that can be gathered 
from data the inventory gives. 
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1—Contest closes February 14. 

2—Contestants must be connected with retail sales of 
appliances or radio. 

3—Print your name plainly, address, store you are con- 
nected with and position occupied. 

4--In case of tie each contestant will receive $15. 





N. Lazarnick Photo 


5—The winner will be announced in the second issue of 
the ELECTRICAL Goons following this issue. 
6—The Staff of ELECTRICAL GooDS SECTION will be 
judges. 
SPECIAL—Please do not tear the page from this 
magazine. 


Address—Title Contest, ELECTRICAL GOODS SECTION, 239 West Thirty-ninth Street, New York City. 
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EDITORIAL PAGE 


Your Resolutions 


E hope that you made some resolutions and 
\ \ that you are keeping them. If you did not make 
any or you need any more, we suggest that you 
start by deciding which of the competitive items in 
your appliance stock is the best, which you can recom- 
mend most enthusiastically, and then simplify your 
stock by eliminating the others. It will solve many of 
your problems. 
One merchant tells us that the best thing he did 
in 1927 was to eliminate competitive items from his 
appliance stock. 


A Worthy Beginner 


ECENTLY a group of men representing divers 
AR interes in the electrical industry organized an 

Industrial Sales Conference. After a day spent 
in discussion, these men decided to use their united 
efforts on a wiring effort. Especially, this effort will 
be directed toward putting more outlets into the homes 
already wired. This should be good news for appliance 
merchants, for when appliances can be used with more 
convenience they will be used and bought more freely. 


_ Competitive items are two appliances for the 
same purpose at the same price with no funda- 
mental difference. 


Cut Prices 


ELLING at cut prices is merely one way of moving 
S on the line of least resistance. It is more or less 

a confession that salesmanship has failed. We have 
watched a cut price appliance store over a period of 
years. It is interesting to note that this store has 
ceased to be a worry for nearby competitors. The nov- 
elty has worn off and it is now just another store. The 
“cut price” sign has been up so long that it ceases to 
impress. 


Elimination of competitive items reduces stock 
requirements. 





Steady Progress 


ANY merchants have expressed themselves as 
M greatly pleased with the improved Christmas 

tree lamps supplied to them for selling this 
year. They see large replacement sales in future years 
to satisfied customers. Now if merchants will cease 
thinking of these colored lighting outfits in terms of 
“Christmas” and think of them as “decorative,” they 
will have a line of regular merchandise instead of just 
a specialty. Summer should be an excellent season to 
sell the outdoor outfits which will be fine for lawn fes- 
tivities and other events where a decorative scheme of 
unusual beauty is helpful. Remember, social entertain- 
ing is an all year industry. 


Elimination of competitive items eliminates com- 
petition in your own stock. 





Getting in Line 

URING the late winter and early spring months, 
D appliance manufacturers are going to specialize 

in advertising percolators and toasters. . This 
advertising appears in the national magazines. If the 
dealer will watch the advertising in these magazines 
and use that which applies to the appliances he sells as 
part of his window and other exhibits, he can profit 
directly. He gets only indirect benefit, if he waits for 
the readers of the magazine to realize that the Blank 
percolator is sold at Jones’s store. But if he puts the 
ad in his window, he makes it to a certain extent an 
ad for his store. 


Elimination of competitive items helps to solve 
the “just out” sales alibi. 





Sell on Merits 


EVERAL merchants we know have quit talking 
S eect what it costs for current to run an appliance. 

Unless pressed on a direct question, they merely say 
that what it costs to run an electric percolator will be 
saved from the expense in making coffee by flame heat. 
The cost of running a washing machine is saved on 
cost of keeping water hot over the longer period of a 
hand washing. The idea is that the cost of electricity 
is not really an added household cost and people who 
can afford to buy appliances should not quibble over the 
penny an hour. 


In the elimination of competitive items, be sure 
that you retain the one that you can give the 
strongest personal recommendation. 





; Red Seal Homes 


ANY things in the electrical industry indicate 
M a greater interest in the Electrical League 

movement, which means a greater interest in 
the Red Seal Home movement. The League movement, 
we believe, will be presented on a broader scale. When 
this movement comes to your town, we suggest that you 
show an interest in it. 





After competitive items have been eliminated, a 
study of the catalogue of items retained will give a 
strong sales talk. 





A Growing Trade 


OME figures recently gathered from a number of 
S stores selling housewares show that over a period 

of three years their trade in electric appliances 
has grown steadily at a desirable rate of volume. We 
hope your store is one of these. Without exception, 
these stores find the trade satisfactory and desirable. 
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Helping the Small Merchant to 
Prepare Advertising Copy 


Not much of a job when you build the whole from parts, as 
Mr. Hubbart indicates, then separate it into parts for 


follow up insertions 


HE  hand-sketched dummy 
shown here was four columns 
wide and 10 in. deep before 
reproduction to fit the space it occupies on this page. 
It is put here to illustrate practical points about elec- 
trical goods advertising. 

The points as shown here apply specifically to the 
needs of the smaller store, that is the store doing a 
moderate volume of sales in a city of lesser popula- 
tion—say 20,000 to 40,000. There is no reason, how- 
ever, why the points are not practical for larger stores 
in larger cities, particularly those where a profes- 
sional advertising man is not employed. 

Space costs money even in a newspaper of small 
circulation, but the 
cost is only relative 


By Guy Hubbart 


during the month 


merchant, who must run his store 
and write his ads, time and energy. 
All that needed to draw this 
dummy is a piece of paper and a short lead pencil. 


is 


Headlines and Copy 


Notice the main headline “An Advertisement to All 
My Customers.” Use this as it stands in the first ad 
of the month; when you cut the space in two, cut 
the headline also. It then reads “An Advertisement” 
on the left half and “To All My Customers” on the 
right half. 

The real purpose of the main head of an ad is to 
catch the reader’s eye as he or she scans through the 

newspaper. 
As the layout 
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shows, there are four 
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used four ways with change of heudlines, copy and items: 
First, as it stands, for the main ad of the month. Second, by 
using the part to the left of dotted line. Third, the part to 
right of dotted line. Fourth, by cutting off the part above the 
cross line A B, putting a new main head and subhead to fit 
sections 2 and 4; items in section 4 can be repeated if carefully 
selected. The part should be run at weekly intervals in small 
cities, 10 to 30 thousand 


your goods, just what 
you want your cus- 
tomers to think and 
what you would say 
to them in person, 
over the country: 

“IT want the people 


columns on the right 
with the same num- 
ber of items but dif- 
ferent goods. 

Thus you see the 
dummy is _ flexible 
and adjustable and 


will save the busy (Continued on page 22) 
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If your customers are trained financial athletes they can take the hurdle at one jump but if they are amateurs, 


let them do it by installments. 











They can then jump even higher this way. 


This Small City Hardware Store 
Sells 200 Washers a Year 


UT in Bismarck, North Da- 
QO kota, the French & Welch 

Hardware Co. supplies an 
illustration of what it is possible for 
the hardware merchant in the small 
city, with an average rural territory 
surrounding, to do with electrical 
merchandising; more especially elec- 
tric washers. 

Last year this company sold 200 
washing machines. Fifty of these 
were to farmers’ wives. Bismarck 
has a population of about 8000. 

One of the big reasons why this 
hardware firm has been so consis- 
tently successful with washer sales 
is that it has used the time payment 
plan as a means of widening the 
market. According to this store’s 
experience, the time payment plan 
is just as vital to the sale of large 
appliances in the small town as the 
large city. 

“We use the deferred payment 
plan simply as a means of making it 
easier for a person to buy a washer, 
not as a direct sale inducement,” ex- 
plains H. W. Griffith, head of the 
electrical merchandising department 
of the company. “In other words, 
we do not think that the time pay- 
ment plan should be flashed before 
a prospect as a means of making her 
buy the washer; but we do find that 
by giving a reliable person the ad- 
vantages of a deferred payment 
plan we can sell a lot more washers 
and make more money.” 

The company is just as strict in 


By Ruel McDaniel 





its credit requirements in the sale 
of merchandise on time payments as 
on regular open account. If a cus- 
tomer is not worthy of being listed 
as an open account customer, he or 
she cannot be accepted under the de- 
ferred payment plan, declares Mr. 
Griffith. 

“It is easy to run into a lot of 
grief selling electrical appliances on 
long credit,” warns Mr. Griffith, 
“especially where the store uses the 
easy terms as a sales argument. 
When a customer buys an appliance 
largely because she can get it on 
credit, the store stands a big chance 
of having to go out and reclaim the 
appliance in order to forestall a seri- 
ous loss. 

“The appliance should be sold on 
its merits first of all, then if the 
customer cannot pay cash for it, 
she should be given the use of the 
deferred payment plan, providing 
she has a credit rating that war- 
rants her being given credit. 

“We do not assume that just be- 
cause the machine stands good for 
itself until paid for, we can extend 
promiscuous credit. When extend- 
ing time payments, we assume that 
the customer may be buying some 
perishable article which would have 
no value to us after she had taken it 
out of the store. 

“We use our local credit bureau 
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for all time pay customers. If an 
applicant does not pass muster there, 
the same as an applicant for a regu- 
lar charge account, we do not sell 
her a machine on time; and that 
settles it.” 

Mr. Griffith is of the opinion that 
in the granting of credit is the set- 
tlement of the repossession evil 
which confronts so many merchants 
selling appliances on time. The 
washing machines repossessed by 
the French & Welch Hardware Co. 
last year, out of the 200 sold, were 
exactly—none. Yet nearly all of 
them were sold on time. The reason 
the company did not have to take 
back any of the machines was be- 
cause it ascertained beforehand that 
the customers were good credit risks 
and the machines were sold right 
and serviced right. 

Any customer who is permitted to 
buy a washing machine on time at 
the store can purchase a hammer, a 
keg of nails or a steam broiler on 
open account without further ques- 
tion. 

The fact that the company exer- 
cises exceptional care in the exten- 
sion of credit does not mean that it 
is free from troubles in collection of 
its monthly accounts. 

“Mr. Griffith is in full charge of 
washing machine sales,” explains J. 
P. French, president and manager 
of the company, “and that means 
that he is in charge of collections as 
well as sales. Perhaps the fact that 

















he realizes that he is responsible for 
collecting an account as well as sell- 
ing the machine has something to do 
with his care in extending credit; 
but nevertheless, he not only sells, 
but he gets out and collects bills 
when the accounts are not paid 
promptly. 

“We send our statements when 
time pay accounts are due. We 
keep Mr. Griffith informed as to how 
payments are coming in. As soon as 
one runs past due, he gets notice of 
it. He either calls the customer over 
the telephone or goes right out to 
see her. He either gets the money 
or an explanation of why the pay- 
ment is not forthcoming.” 

“In making over-due collections,” 
Mr. Griffith explains, “I naturally 
use my judgment. Being in a small 
town, I personally know most of the 
people we sell to. I know their re- 
sponsibilities. When I discover that 
a husband is sick and his income cut 
off, I do not attempt to force pay- 
mént if I know that he is reliable; 
and his past payments usually prove 
that he is. 

“In this way we seldom have to 
repossess a machine, and we make 
better friends of the customer by 
granting a reasonable extension. 
Each case is strictly a personal mat- 
ter, however, and no rule can be 
formulated to cover the situation.” 

The amount of the down payment 
has much to do with the customer’s 
willingness to pay promptly for the 
washer, this company finds. The 
down payment is not less than $20; 
and the balance is paid at not less 
than $13.50 per month. If it should 
become necessary to repossess a ma- 
chine, this payment is large enough 
to permit the company to resell the 
appliance at a proper discount and 
not lose anything on the two trans- 
actions, Mr. Griffith explains. 

Many merchants in small cities 
with a large farmer patronage have 





said to the writer that it is not 
practical to sell anything to a 
farmer on monthly payment plan, 
because he has money only once or 
twice a year. However, French & 
Welch has found this somewhat gen- 
eral opinion untrue. Most of the 50 
machines sold to farmers by this 
company last year were on the time 
payment plan; and the farmers made 
their monthly payments promptly. 

The reason Mr. French advanced 
is that farmers as a rule nowadays 
have more money during “between 
seasons” than they used to have. 
Time was when farmers really had 
the one-crop idea; but today this 
store finds that old idea largely a 
myth. It is true that North Dakota 
farmers depend upon wheat as their 
big money crop, but by keeping 
chickens and cows they are able to 
have some money coming in all the 
time. Around Bismarck farmers 
are making creamery checks and 
chicken money meet payments on 
their wives’ washing machines and 
other appliances bought on time 
payments. 

“It was rather difficult to get 
farmers started buying washing 
machines for their wives,” explains 
Mr. French, “but we sold them grad- 
ually by pointing out that they them- 
selves did not hesitate to tie up 
hundreds of dollars in equipment to 
make farming easier, though much 
of the equipment was used but a few 
weeks out of the year. 

“‘Why should you invest a lot of 
money in equipment that you use 
only a few weeks each year to make 
your work easier, and then neglect 
to spend a comparatively few dollars 
for a washing machine that will 
make your wife’s housework inesti- 
mably lighter fifty-two weeks out of 
every year?’ That argument gen- 
erally makes them see the point; and 
one sale to a farmer gradually leads 
to others, because farmers have a 


Every store demonstra- 
tion reaches into a home. 
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habit of walking in each other’s foot- 
steps in the matter of improve- 
ments.” 

The company has greatly stimu- 
lated washing machine sales to 
farmers in sections where there are 
no power lines or electric plants by 
selling a gasoline motor attachment 
with the washer, at an additional 
cost, over the regular electrical at- 
tachment, of $15. 

Mr. Griffith finds that service is 
a vital factor in selling to farmers 
as well as to housewives right in 
town. After the machine has been 
set up and the preliminary “break- 
ing in” process has been gone 
through with, the store makes a flat 
charge of 75 cents for each service 
call, in addition to the material 
necessary in making repairs. The 
company will make a call out in the 
country at the same price, where it 
is possible to group the calls and 
make several in a day. 

The firm discourages farmers’ re- 
quests for such calls, however, and 
asks them to bring to the store the 
damaged parts so that the company 
may repair them in its own shop 
more efficiently than it is possible to 
make the repairs at the homes. 

The store puts out machines on 
trial. That is, Mr. Griffith makes a 
practice of making appointments 
with prospects whereby he takes a 
machine out at the appointed time, 
sets it up and shows the housewife 
how to operate it. He leaves it in 
the home for a few days so that the 
prospect may see for herself how it 
saves time for her. 

He gives a demonstration of the 
washer, in the store about once a 
year, whereby he actually washes 
clothing in view of the spectators. 
He pushes an electric ironer with all 
washer sales, and he demonstrates it 
at the same time. He declares that 
the average purchaser of a washer 
also buys an ironer. 
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Or Moree Sales 


Learn to Use 


the Appliance, 
then Sell it 


“SUALLY the best sales story 
U for an electric appliance is 
found in the instruction book 
—we mean the book that is packed 
with the appliance to tell the pur- 
chaser how to use it. If you tell the 
passer by how to use the appliance 
and what it does, you make a strong 
sales appeal. 

Mr. Chantler in his cartoon tells 
this story quite effectively. Price 
appeal is a good sales argument for 
staples—that is the merchandise 
that people know they want and for 
which your store name is a suffi- 
cient guarantee of quality. 

Waffle irons, we must concede, are 
not yet in the staple merchandise 
class. Most people are not thorough- 
ly convinced that they want or need 
waffle irons. In the case pictured 
by Mr. Chantler, a price appeal was 
put over the waffle iron counter and 
no one came to buy. The people who 
know the wonderful qualities of 
waffle irons have them and ordinary 
families do not buy “spares” of 
waffle irons. 

So the saleswoman had a demon- 
stration sign erected and she read 
the instruction book. She learned 
how to make waffles without smoke 
and no smell of grease, and attracted 
so many people she could not attend 
to business. 

Then, of course, it was easy to get 
help and we see her attending to 
sales while her assistant attracts the 
prospects. 

As Guy Hubbart says in his adver- 
tising advice; “Electrical goods must 
be advertised on their merits.” Again 
he says; “It is never good business 
to tell people why you want to sell 
merchandise, the thing to do is to 
tell them reasons why they should 
buy.” 

Appliance instruction books and 
catalogs will supply you with the best 
of sales arguments. 


Sell on Merit - - 





by T. F. Chantler 
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by better Jalesmel 


Getting People 
to Read Your 
Ads Regularly 


DVERTISING is, of course, a 
A more or less commonplace 
feature of the merchandis- 
ing business. It is one thing, how- 
ever, to advertise and quite another 
to be sure that a sufficient number 
of people read your advertisements. 
R. Long, who is in cnarge of the 
advertising for G. Knowling, Ltd., 
of St. John’s, Newfoundland, has 
written us of some ideas he injects 
into his weekly advertising copy 
that brings to him a knowledge that 
it is being read. 

On this page we print a repro- 
duction of one of the Knowling 
ads. Mr. Long writes that the firm 
uses weekly a two-column wide 
space, as deep as the items to be 
presented demands. This usually 
is almost the full two columns. 
You will note the headline “Weekly 
Hardware Bulletin.” This is al- 
ways the same. 

Always, there is the “news” fea- 
ture, in the way of new goods or as 
it is put in the advertisement “Just 
Arrived.” The advertisement we 
have reproduced here is a radio ad 
and, of course, there is much inter- 
est in new radio merchandise. 
Every one, it seems, who owns a ra- 
dio set is looking for the new things 
and a good many of them buy them. 

Another unusual feature of this 
advertisement is the joke that is al- 
ways placed in the middle of the 
space. You will note that in this 
case the joke is in keeping with the 
subject of the advertisement in gen- 
eral. This sometimes requires a bit 
of a search for the proper joke, 
but the coordination pays. 

A reason for using this joke is 
to induce people to speak of the ad- 
vertisement when they come into 
the store. They are more apt to 
refer to the pleasantry than to tell 
that they read the price of the item 
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$15 FOR YOUR BEST SALES STUNT $15 
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cepted for publication. 


did to put over the sale. 





best done. 





they are buying in the advertise- 
ment. Of course those customers 
who come in and ask for the special 
loud speaker or whatever item may 
be mentioned as “Just Arrived” in- 
dicate clearly that they have read 
the ad. But on other points it is 
difficult to trace its influence. 








| WEEKLY | 


HARDWARE 
| BULLETIN | 


Radio Accessories 























for publication on this page, and $2 each for each other idea ac- 
We want short stories telling how you got 
people to examine your appliances or radio, and then what you 


OR 


A story of merchandising cooperation by the sales department of 
a light and power company in making a sale. 
some communities the light and power company makes special ef- 
forts to assist merchants in sales, because it is to their interest 
to have these appliances in use. 
Address all communications to the Editor. 


Erla Variable Condensers Fixed Condensers 

5 Plate.. .. .. ..2.80 each 0005 .. .. .. .« ..335e. em. 
fl Plate.. .. .. ..300 ench O01 .. 2. .. «- ..45C. om, 
15 Plate.. .. .. ..4.00 each 002 ea. 
21 Plate 4.75 each 


Sockets 201A—UX 
Peanut and Cushion 
60, 65, 70, 75, 90c. ea. 


Erla Audio Transformers 


00025 7... 22400. ea. 
With Grid Leak Mounting, 
45c. ea. 
Rheostats. 
25, 30 and 40 ohm . .90c. ea. 


Filiment Switches 


6 tol Ratio .. ..5.70 ea. mers #= 86.08: + 60. en. 

3% to 1 Ratio .. ..6.00 cn. MArE®.- -- -- -- »-She. om 
Phone Jocks 

Basco Transformers Single . . .90¢. ea. 

5 to 1 Ratio.. .. ..2.85 ea. Double........ ..1.05 ea. 
3 to 1Ratio .. .. ..2.80 ea. vine ae 

Dials Double... .. .. .. ..85e. €a. 

wth... .. tan Multiple .. .. .. ..1.20 ea. 
Metal 3 in. .. .. ..90¢. ea, Grid Leaks 

Hard Rubber— 2 ohms .. .. ..30c. ea. 

3 im. 50c., ea.; 4 im. 90c. ea. Varial 1-5 meg. ..1.20 ea. 
Vernier.. ., ..1.50, 3.00 ea. Bretwood Variable— 

Crystals .. ..55 dnd 1.20 ea. = 1-10meg. .. .. .-2.50 en. 





If a radio fan's wife is gett! i ) what 

= 4 getting plump, what can he dp about 
If she is a brunette an@ he prefers « bionde. Ans.:—~ 
sformer. 


If she ts inclined to be wild. Ans,:—Rectifier. 





If she elopes with the repair man? Ans.:—Arrester. 
If she gets crouchy? Ans.:—Tickler. 
If she wants to meet him for lunch? Ans.:—Meter. 


If she wan‘s a fur Coat? Ans.:—Resister. 
Tf she insists? Ans.:—Eliminator. 














—Hardware Age. 

Kite Switches .. +S, oa. ; Posts .. ..40c. doz. 
itenna Tape.. .... .. Card Ti 
UV 199 Adaptere 120 em. Phone tape nn” 28 
Bus Bar Wire.. ..5e. length 7004 aA —— 
Phone and Plug Cor? 1.30 Phone adi 
ea. 

Vince 








We know that in = 


We want to know how this is 


Recently a customer who lives 
200 miles from the store brought 
with him clippings from an ad as a 
reminder of some things that he 
wanted to buy. 

Mr. Long says that the weekly 
pleasantry in the advertisement was 
suggested by George Knowling, di- 
rector of the firm, but the “Weekly 
Hardware Bulletin” head was his 
idea. The experience so far has 
been that both are worth while and 
that they well serve the purpose of 
maintaining interest in the ads from 
week to week. 

~* pba Qe wae 
Initial Binding Post in ott — _ Boe. cal 


Aerialiminators .. . .1.75 ea. 





Head Phones. — Phonograph oe 
Spitfire .. .. .. ..2,95 pr. 
Scientifice.. .. .. ..3.95 pr. REL. Lon Wave yng Kit 
Weston Plugs .. ..1.10 ea. 
“SPEED” RADIO TUBES 
Sup in Perf. 
ll prt age li Tubes will b 
in loud and clear. —_ — 
Type 201-A Detector and Amplifier ....2.00 ea. 
Type 199 Detector and Amplifier .. .. ..2.00 ea. 
Type X 120 Power Amplifier .. .. .. ..2.00 ea. 
Another shipment of the 
“Tower” “Spithre” Horn Speaker. 
Noaff said, they speak for themselves. 
Price only $6.95 ez 





aS .: aq peggy Curling 
a Irons . --140 ea, 


Gold Seal Marcel Wavers . . 3.50 ea. 
Gold Seal Soldering Irons... ° -1.40 ea. 
ACE HARD RUBBER PANELS, 
7x14 7x18 7x21 7x2 
1.45 ea. 2.15 ea. 2.45 ea. 


185 ea. 
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G. Knowling 
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This shows an electric shop before and after the Boston Edison window treatment. The same service is 
offered to hardware stores but no hardware store offered this contrast. 


How Boston Utility Helps Dealers 


HE door of the hardware 
store of Wm. Morton Cole, Inc., 
of Newton Highlands, Mass., 
opened and a business man on his 
way home from his office glanced in. 
“Good evening!” he greeted Mr. 
Kiser, the manager. “Never knew 
you carried waffle irons. TI’ll take 
one along—like the one you have in 
the window.” 

The manager took down a_ box 
from the shelf, wrapped it up and a 
sale was made. This sale, and others 
in similar electrical appliance lines, 
has been traced directly to the new 
service being offered by the Edison 
Electric Illuminating Company of 
Boston through the new division of 
the Relations with Allied Interests 
Department, known as_ Dealer’s 
Service. 

This Dealer’s Service is a coopera- 
tive plan of the Edison Company to 
assist in the proper window display 
of electrical merchandise carried by 
dealers doing busines in its terri- 
tory. 

That the service is a success can 
be seen by the fact that approxi- 
mately 100 dealers are having their 
windows decorated by the Edison 
Company. On an average of three 
store windows are being dressed 
daily. 

Although at first the service was 
confined to electrical contractors, 
plans are being made to widen the 
scope to include hardware stores 
which include in their merchandise 
electrical appliances. 

A few hardware dealers who do 


electrical wiring receive the window 
dressing service the same as any 
electrical contractor. 

Where previously the hardware 
dealer placed only a slight emphasis 
upon his electrical merchandise, dis- 
playing it on counters inside the 





This display in a hardware store 
window sold a waffle iron the first 


day 


store, or neglecting it almost en- 
tirely, he will eventually have the op- 
portunity of using window displays 
through the Edison service. 

The advantages of an eye-arrest- 
ing window are marked. It increases 
the sales through suggestions of 
what to buy and brings new cus- 
tomers into the store who hardly 
suspected that the store carried an 
up-to-date stock of electrical items. 

On the other hand, the Edison 
Company finds it advantageous, as 
the increased usage of electrical 
goods adds to the kilowatt hour con- 
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sumption. Another feature is that, 
in connection with this service to the 
stores, the illuminating engineering 
division of the company, upon the 
request of the display man, L. B. 
Cornish, will lay out for the dealer 
the proper lighting system for his 
store and windows. This lighting 
feature is suggested in order that 
the store may become a lighting dis- 
play in itself. 

Ordinarily, the neighborhood hard- 
ware merchant or the electrical con- 
tractor is lax in direct mail appeal to 
possible customers. With the Edison 
Company’s cooperative display ser- 
vice is supplied a direct mail oppor- 
tunity, utilizing the vast resources 

(Continued on page 21) 





This lighting display brought 
many lamp and fixture inquiries 
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A list price ranging from $4.50 to 
$10.00 offers the public a quality fan 
to meet every need. The Eskimo Fans 
have proven a particularly profitable 
line for both the jobber and dealer to 
handle. Place your order now for 
future delivery. 


The United Electrical Mfg. Company 
Adrian, Michigan 
Model 5—Has full 8-inch blades, finished in black 
enamel without switch. List price $4.50. 


Model 10—Has full 9-inch bronze blades with on and 
off switch. List price $5.50. 


Model 30—Has full 10-inch bronze blades with two- 
speed switch. List price $7.00. 





Model 20—A_ two-speed oscillating 


fan with 10-inch bronze blades. 
List price $10.00. 
ee mowemnes 
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The Title Is 
“Peace on Monday; 


Good Will to Men” 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 


Mrs. R. S. Angier 
Stone-Stebbins Co., 
Hancock, Minn. 








How Boston Utilities Helps 
Dealers 


(Continued from page 20) 


of its mailing list in the immediate vicinity of his shop. 

This includes the preparation of sales letters, the only 
charge being for postage and addressing envelopes. 
These are not form letters but letters written especially 
for each individual merchant after a conference with 
him and a study of his particular problem. The com- 
pany really assumes the service of an advertising 
agency, for it also offers to write the dealer’s news- 
paper advertising copy and advise him about other 
merchandise helps. 

The letters are either typed or mimeographed. Some 
refer to special sales; others to holiday features. With 
this minimum of cost the dealer secures the advantages 
of Edison Company’s wide mailing list and has a letter 
which produces results. 

Here are a few excerpts from these letters: 





“The approach of the holiday prompts one to prepare 
for the celebration. With a desire to make the day 
more cheerful and your party more successful we are 
offering our suggestions on a few ‘Electrical Helps !’— 
our electrical grills, percolators and toasters will make 
the preparation of meals more pleasant and less bother- 


(Continued on page 23) 











Helping the Small Merchant with Advertising Copy 


(Continued from page 15) 


of this town to know that everything in my store is 
first class goods for the money. And that we stand 
behind each item we sell before you buy it and after- 
wards. Also my clerks and I know electrical goods 
and can help you buy what you need, what fits the 
wiring of your home, the size of your family and so 
on. We cannot prove this until you come in and look 
at our goods. This is an invitation to those who have 
bought of us and those who as yet do not know what 
a first class little store we have.” 

Section 2—“Come in some day and look at our 
lamps. We carry several sizes, 
and kinds enough to supply the 
needs of any room in your house. 
The one in the cut is our leader 
and there isn’t a better value for =. 
the money in a store twice our 
size.” 


Then under the cut, describe (Items) 
the special lamp, telling the main Table lamps 
Desk lamps 


pointe. Boudoir lamps 
Section 3—“Something about Bulbs 


good coffee. One of our cus- 


Irons 
tomers pays 29 cents a pound Toasters 
for her coffee; another one tells Waffle irons 
us she pays 60 cents for hers. Hair dryers 
Both these ladies have big fam- Radiant heaters 
ilies and both make their coffce Curling iron heaters 
Percolators 


in our percolator, shown in the 
cut. You couldn’t tell which 


the battle is the percolator so 
far as flavor and aroma go, and 


another thing: percolator coffee = 
can be made quickly and eco- K 7 
nomically.” 


Section 4—“Things you need all the time and that 
we carry all the time at low prices.” 

Notice that this section is intended to hold twelve 
to eighteen small-price items needing only a couple 
of lines of copy and the price, staple everyday items 
like batteries, radio tubes, plugs, fuses, bulbs, cords, 
wire and so on, the smaller items that are in demand 
every day. The reason a list of these should be in 
every ad is that they are reminders and bring people 
into the store where they will see the larger items 
that make up the bulk of your daily sales volume. 

Notice that the caption, while a single sentence, is 
parceled out in four lines to cover several items and 
break at the space into thirds. 


Prices and Items 


That much for layout and copy. Now about the 
most important point—if you want your newspaper 
ads to pay: What to put into them and how to select 
prices to attract the most trade. 

It is possible to get twice the number of items into 
40 in. of space as are listed in this sketch, but it is 
not advisable. Counting the 18 items in section 4 and 
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HIS list of items and prices bring 
extra good returns if consistently ad- 
vertised in January and February. 


As a rule if an item is carried in stock 


uses 29 or 60-cent coffee if you at four to six price ranges better results 


drank with each family. Half follow advertising the low and high 
ranges. Intermediate prices sell well 


but do not always draw well in space. 


the seven displayed items, this ad holds 25 items— 
the right number of 40 in. of space because that num- 
ber can be well displayed so each item stands out 
clearly. 

As to the price ranges the selection shown here is 
well balanced between low and medium ranges, $12.50 
is the highest and the lowest of the displayed prices 
is 50 cents. This gives wide variety of articles and 
still keeps the advertised values low enough to invite 
the attention of a great number of people. 

Remember the purpose of your newspaper advertis- 
ing is to bring customers into 
the store and the items and 
prices shown here are the best 
ones from each division of stock 
represented. 

Of course the individual mer- 
y chant, knowing his stock, can 
(Price ranges) substitute what he knows to be 
$5.25 to $12.45 a better price for any item listed 
$1.98 to $ 4.95 here, but he cannot improve the 
$3.10 WS 545 selection. It has been tested 
Six for $ 1.40 : 
$2.98 to$ 6.50 hundreds of times and proved 
$2.75 to$ 5.35 out each time. It is good for any 
$6.98 to $ 8.55 week in the first three months 

$ 4.98 of the year for straight advertis- 
$4.50 to$ 7.50 ing, on monthly or weekly basis. 

$ 2.89 
$2.98 to $10.95 





~ Obituary 


ARVEY HUBBELL, presi- 

dent of Harvey Hubbell, Inc., 
Bridgeport, Conn., died in his 
home in that city Dec. 17. Mr. 
Hubbell established the business 
that bore his name in 1888, after 
serving for a considerable period 
in the printing press business. After entering the elec- 
trical field he developed more than 100 patents, chiefly 
on sockets and switches and the machinery for making 
them. Much of the convenience of use of electricity in 
the home and shop today is due to Mr. Hubbell’s de- 
velopment work. While widely known as an inventor 
and a factory manager, Mr. Hubbell was not well known 
personally among industrial leaders as one who at- 
tended industrial meetings. His contribution to the 
industry was the pull-chain, socket-switch mechanism, 
the double-T plug, T-cap, interchangeable attachment 
plug, and similar conveniences. 





Senter M. Jones, first vice-president, manager of pur- 
chases and member of the executive committee of Cen- 
tury Electric Co., St. Louis, died suddenly on Dec. 11, 
at the age of 47. He entered the Century organization 
in 1906 and always took a keen interest in employee 
activities as well as in the advancement of the busi- 
ness with customers. He was a member of the Ameri- 
can Institute of Electrical Engineers, St. Louis Elec- 
trical Board of Trade, St. Louis Chamber of Commerce. 


























(Continued from page 21) 
For in between times an electric corn popper 


some. 
makes delicious, crisp popcorn.” 





“Think of the time, trouble and steps you save if your 
home is sufficiently equipped with convenient outlets 
for your electrical appliances. There should be an 
outlet for your electric toaster, one for your electric 
iron, and a place in each room to connect the cleaner.” 





“During the week of Nov. 14 to 18, we will have a 
booth at the Waltham Electric Show and extend a cor- 
dial invitation to you to inspect our exhibit of electrical 
appliances.” 





An added feature of the Dealer’s Service is the devel- 
oping a sales campaign of electrical goods. This usually 
follows a new window display with the sale based upon 
the goods shown in the window. The dealers then ad- 
vertise in the neighborhood newspapers as a tie-up, send 
direct mail letters with notification of the sale or else 
send “stuffers” with the monthly bill. 

In decorating the windows, all the Edison Company 
requires is that the dealer keep them clean. The Edison 
Company supplies the crepe paper background and 
“floor” without charge. - 

Officials of the Edison Company are enthusiastic over 
the cooperative service with the dealers. They call it 
a good will outlet, as it is continually making friends 
for the Edison Company by stimulating business and in- 
creasing sales of electrical goods all over its territory. 

John J. Caddigan, superintendent of the Relations 





The New 1927 Line of 
HAAG WASHERS 
is the year’s biggest sensation in the in- 
dustry. Get behind the Haag line for 
bigger profits. Wire or write today for 
new catalog and full information. 





HAAG BROTHERS COMPANY 
PEORIA, ILL. 








NOW—You Can Offer Your Trade 
What They’ve Long Wanted,—a 


Hamilton Beach 


Vacuum Cleaner 


Motor Brush—2-Year Guarantee 
Ball Bearing Motor 


For $39.50 Was $52.50 
Hamilton Beach Mfg. Co., Racine, Wis. 
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with Allied Interests Department, by whom this work 
is carried on, says that the average hardware dealer 
and electrical contractor has not the time to attend to 
the proper display of his merchandise. 

“This has resulted in the dealers losing many sales 
which might come their way,” he declares. “The new 
division was organized to assist in the better display, 
and for this reason the services of an expert window 
dresser and display man are extended to dealers. 

“During the first two weeks 31 contractor dealers took 
advantage of the cooperative service and their stores 
and windows were decorated free of charge. This total 
has steadily grown and now the hardware dealers are 
coming in, 

“Another duty of this division is to cooperative with 
all branches of the industry in any business promotion. 
An information service is also extended to dealers so 
that they have only to phone, write or call and the 
Edison Company will attempt in every way possible to 
solve their electric problems.” 

In a letter to Mr. Caddigan, the Premier Service 
Company of Boston, through the division manager, has 
this to say: “Your Mr. Leonard Cornish has installed 
thirty-six window displays with dealers for us, from 
which we can trace sixteen sales. I am sure, during 
this campaign, we are going to receive a great many 
more sales.” ; 

Bayard W. Robertson, assistant superintendent of the 
division, says: “This is the job that your windows are 
constantly doing for you. They are selling your location, 
your store, your merchandise and you to hundreds of 
people all the time.” 


STAGES OF HEAT 
At the Press of a Button 


The iron every woman 
has been waiting for— 
the iron every dealer 
has been wanting to 
sell. 


LOW HEAT 
For flimsy materials, 
such as chiffons, laces, 
etc. 


MEDIUM HEAT 
For medium weight 
materials, such as 
aprons, summer 
dresses, etc. 

HIGH HEAT 
For heavy-weight ma- 
terials, such as sheets, 
table éovers, etc. 


Regulating 3 Heat 


ELECTRIC IRON 


Wherever displayed or demonstrated the De Jur Electric 
Iron immediately outsells all others, bringing added profits 
and prestige to dealers. 


Write today for circular giving complete 
information. 


De Jur Propucts ©. 


195 LAFAYETTE STREET, NEW YORK ciTy¥ 
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e ¢ Wanted @ ¢ 
An Electrical Appliance 


A WELL KNOWN New England 
manufacturer wishes to add one 
or two high grade appliances to its 
present list of electrical home acces- 
sories. 

Will consider only an established 
business manufacturing a known 
product. Will pay cash or consider 


consolidation. 


Address: 
Box 111, Electrical Goods 








| Electrical News Briefs 


ALES of incandescent lamps in this country totaled 
S approximately 320,000,000 large size and 218,- 

000,000 small lamps during 1927. This is an in- 
crease of 21% per cent or about 8,000,000 of the large 
size lamps and an increase of 8 per cent, or 16,000,000 
small size lamps, over 1926. This is the largest sales 
recorded and is an increase of about 75 per cent for the 
large lamps and 200 per cent for the small lamps in 
ten years. 

David Sarnoff, vice-president and general manager 
of the Radio Corporation of America, and Cornelius N. 
Bliss have been elected members of the Board of Direc- 
tors of the company. 

Sonatron Tube Co. and the Radio Corporation of 
America announced recently reductions in price of 





The New Low Price $19.75 


Will Double Sales 


Presto 


Electric Vacuum Cleaner 
Get in on the big sales by show- 
ing Presto-Junior. Make use of 
our sales helps and see your 
profits grow. 

METAL SPECIALTIES MANUFACTURING CoO. 
338-350 North Kedzie Avenue ee : : Chicago 

“STRICT JOBBER POLICY” 











special purpose tubes. 

Artistic Lighting Equipment Association will hold the 
mid-winter meeting at the Winton Hotel in Cleveland 
Jan. 25 to 28. At this meeting consideration will be 
given to plans for a refixturing and replacement sales 
campaign designed to create a greater consciousness on 
the part of the public as to what constitutes adequate 
home lighting. Also final arrangements will be com- 
pleted for the trade show to be held in Chicago in June, 
when it is planned to gather all lighting products in 
one exhibition. 

A 32-page booklet “How to get the best results from 
your radio tubes” has been published by the Gold Seal 
Electrical Co. The booklet is a non-technical statement 
of conditions that govern the use of the newer type 





Sentinel ‘ory 


Radio Power Units 


Are Positively 
(hs | 


GUARANTEED 


That’s the only kind you 
can afford to sell your trade 





Company 
9705 Cottage Grove Ave., Chicago 





Sentinel Manufacturing | 
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Radio Tubes 


ALL STANDARD TYPES 


Greatest Proposition in the Field 


The most complete support given Dealers and Jobbers 
with advertising, selling helps and broad-gauge policy 
to back them up on the platform that Gold Seals give 
extra satisfaction. Quality tubes in all standard types. 


GOLD SEAL ELECTRICAL CO., Inc. 
250 Park Avenue New York 











tubes. 

Federated Trade Association offices have been opened 
at 32 West Randolph Street, Chicago, with H. G. Er- 
strom in charge as executive secretary. The annual con- 
mention will be held in Milwaukee Feb. 14 and 15. 

J. E. North, chairman of the League Council, has 
announced the completion of a survey of the activities 
of the various Electrical Leagues for 1928. Of 109 
leagues, 91 responded. These leagues plan to spend 
almost $800,000 for the promotion of the wiring, appli- 
ances and industrial apparatus market. Merchants who 
sell appliances are identified with several of the leagues 
and in other cases the membership is strictly within 
the electrical industry. 

Ralph B. Wilson, who joined the Electric Vacuum 
Cleaner Co. in 1920, has been made vice-president and 
General Sales Manager of the company. Mr. Wilson 
has been manager of central station sales. 

A committee representing the Texas power companies 
and the agricultural institutions of that state is select- 
ing 25 farms which will be equipped for electrical 
experimental purposes. Eight will be cotton farms, five 
each dairy and poultry farms, three general farming 
and two each specializing in produce and grain. The 
purpose of the experimental work will be to define the 
sizes of motors, feed grinders and other types of electric 
equipment best suited to the work. 

W. Winans Freeman, president of the Society for 
Electrical Development, has been awarded the James H. 
McGraw medal for “Effective Cooperation” work during 
1927. Through Mr. Freeman’s efforts the Society was 
reorganized on a complete industry basis. 
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New Goods to Sell 


Universal Super-Automatic Iron 





An automatic electric iron has been 
brought out by Landers, Frary & 
Clark, New Britain, Conn. On the 
iron, directly beneath the handle is 
placed a little switch, on which are 
placed two buttons, one red, the other 
black, which enables the user to turn 
on or off the current with a slight 
movement of the finger or thumb. In 
addition to this the temperature of the 
iron is automatically shut off after a 
temperature of 575° has been reached 
and will remain off until the switch 
is turned by the operator. The heating 
element is Nichrome. The iron weighs 
six pounds. 


China Toaster 


A toaster made of vitrified china, 
with all metal parts, except the element 
made of stainless steel, has been 





brought out by the Pan Electric Manu- 
facturing Co., Cleveland, Ohio. The 
toaster is made in nine colors. A damp 
cloth is all that is necessary to keep 
it clean. 


Blue Bird Washer 


A washing machine of standard 
agitator type, with a countersink 
agitator and novel shaped tub bottom, 
which, with the unusual shape of the 





Electrical Goods Section 


sides, the makers claim adds to the 
efficiency of the machine. The bottom 
and sides of the tub are nickeled 
copper, the top rustproof steel. The 
machine is finished in white. The 
capacity six or eight sheets depending 
on size. “The machine has been placed 
on the market by the Blue Bird Ap- 
pliance Corporation, Star Building, St. 
Louis, Mo. 





Electric Toaster 


The Northern Electric Company, 


2835 North Western Avenue, Chicago, 
Ill., have recently added an electric 


a 






toaster of extra heavy stock, highly 
nickeled, to its line. The heating ele- 
ment is of Nichrome. Doors adjustable 
to keep toast warm. Insulated button 
handles are of polished black bone. 





New Arrow Products 


The Arrow Electric Company, Hart- 
ford, Conn., have added a number of 
new products to their line, comprising 
bases, sockets, switches, receptacles, 
outlets and connectors. Of the sockets 
No. 8325 has side bushing, rated at 
660 watts, 250 volts; of the bases, No. 
937 is a 4-in. extra deep ceiling base, 
a 4-in. vertical wall outlet with or 
without wall outlet (No. 985-6), a 3%4- 
in. bracket with or without outlet (No. 
983-4) and a double pole tumbler 








8330 


switch and plate (No. 547) are among 
the new outlets. The new “Arrolock” 
connectors (No. 8330-3 and 8334-7) are 
of the T slot construction, taking 
parallel or tandem blade caps. The 
connectors are separated by moving the 
locking ring into the release position; 
on the series No. 8334-t the cap is 
fitted with an armored cord grip. The 
company has brought out a number of 
midget cord connectors and receptacles. 


25 


Electric Corn Popper 





An electric corn popper 10 inches 
high, 7142 inches wide and weighing 
about 2 pounds has been brought out 
by tne National Stamping & Electric 
Works, 321 W. Lake St., Chicago, II. 
The heating element is Nichrome, 
mounted in a porcelain insulator. The 
capacity is half-gallon of popped corn 
every five minutes. This appliance was 
described in the December issue and 
ascribed to another manufacturer. 





Kent Waxing, Polishing Machine 


A new electric machine, for polish- 
ing, waxing and scrubbing floors has 
been placed on the market by the Kent 


Company, Inc., Rome, N. Y. The ma- 
chine is equipped with a % hp. G. E. 
motor and is supplied for any standard 
voltage. Brush is ten inches in diam. 
eter and weighs thirty-five pounds. 


‘*Pass-A-Lite” Cigar Lighter 


An innovation in a cigar and cigar- 
ette lighter has just been brought out 
by the Stewart-Warner Speedometer 
Corp., 1826 Diversey Blvd., Chicago, 
Ill., under the trade name “Pass-a- 
lite.” Although the lighter is in- 
stalled on the dash and the heat is 
generated in the heating element by 
current from the car’s battery, the 
lighting portion of the lighter has no 
wire connections and may be passed 
around among the passengers of the 
car. By depressing the heating bow] 
in its socket, contact is made and the 
element is brought a bright red glow. 

















The GosleyBandboxis the 
leading radio of today-bacause 


of these 


wonderful 
tubes 


At last! The radio tube that needs no batteries! Here it is functioning quietly, 
smoothly, powerfully in this new Crosley 6 tube receiver—the A C Bandbox. 


Now, the Crosley A C Bandbox needs no more attention than you pay the electric 
lamp that lights your home. 

Combined with the Crosley facilities for economical manufacture is the patent 
situation of which Crosley has full advantage. Licensed to manufacture under the 
patents controlled by the electrical and radio industries, the Crosley Bandbox is a 
NEW receiver incorporating latest radio developments, the most advanced ideas of 
radio reception as well as sound reproduction. This outstanding engineering job is 
best understood when you consider its features are such as are found in radios twice 
and more its price. 


. Complete shielding of all elements. 

. Absolute balance (genuine Neutrodyne). 
Volume Control. 

Acuminators for sharpest tuning. 

. Single cable connections. 

. Single station selector. 

. Illuminated dial. 

. Adaptability to ANY type installation. 


The set is solidly mounted on a stout steel chassis. As all controls are assembled 
together in the front, cabinet panels are easily cut to allow their protrusion. The 
metal escutcheon is screwed on over the shafts and the installation has all the appear- 
ance of being built to order. 

Two large furniture manufacturers have designed console cabinets in which the 
Bandbox can be superbly installed (Showers Bros. Co., of Bloomington, Ind., and the 
Wolf Mfg. Industries of Kokomo, Ind.) Powel Crosley, Jr., has approved them me- 
chanically and acoustically and has seen to it that the famous Crosley Musicones are 
built in them so that the best type of loud speaker reproduction may be insured. 

The Bandbox is housed in a brown frosted crystalline finished metal case which 
is easily removed for console installation. 

Examine the new Crosley A C Bandbox, NOW! Hear first hand its delightful 
performance! Enjoy the best in radio at the least cost! Write Dept. 132 for in- 


formation. 


ONAN PWNHe 


Crosley Musicones are 
famous for _ their 
value. The new type- 
D Musicone is as ex- 
traordinary as_ its 
companions and 
promises great satis- 
faction in its tone, 
volume and reproduc- 
tion. , 


















SUPER 
MUSICONE ~* 
$12.75 





Type-D 
Musicone 


$15 


THE CROSLEY 
RADIO 
CORPORATION 
Powel Crosley, Jr., 


Crosley is licensed 
only for Radio Am- 
= ae 2 
a roadcast President 
Reception, Cincinnati, Ohio 
Montana, Wyoming, Colorado, New Mea- 
foo and West, prices slightly higher 
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The amazing new ROA alternating 
current tubes—the UX 226 and 


flers are NOT used. 


the radio patents 
of these industries 





The research and development work 
of these great industries — The 
Radio Corporation of America, The 
General to Co., The Westing- 
house Co., American Telephone 
@ Telegraph Co., and The Hazel- 
tine and Latour Oorporation—are 
avatlable to Crosley engineers in 
the constant advancement of Crosley 
radio design. 


and the myer oe 
capacity o 
MERSHON Ckectoptic 


CONDENSER 





This ie one of Orosley’s great fea- 
tures. It is an emclusive Crosley 
- ling—twil 


y needs 
and eliminates the danger of blown 
out paper condensers which are 
causing 80 much trouble in electri- 
cally operated sets. 















































The moment you display the Vac-A-Tap 







on your floor, you give yourself selling advan- 
tages which set you apart from competition. Among 
these advantages is the tub of pressed manganese- 
aluminum. 


Manganese-aluminum is a particularly hard, dense metal of 
great tensile strength. The Vac-A-Tap tub is not cast, but pressed 
into shape. The extensive rolling and re-rolling of the sheet 
manganese-aluminum prior to pressing produce an exceedingly 
fine-grained, non-porous surface. Pressing avoids any roughness 

























of surface or sand-pitting. As a result, the interior of the tub 
is beautifully smooth and exceptionally easy to clean. 


1e€ exe usive qua i ies Oo 1€ ac-A-iap pressed a uminum 
The exel jualities of the Vae-A-Tap pressed al 





tub are not only powerful selling features, but they are a 
distinct advantage to you, as they make possible re- 
peated demonstrations of a machine without lessen- 
ing its salability. 
Another exclusive feature of the Vac-A-Tap is the Live 
Impellor principle—giving maximum speed and thor- 
oughness in cleansing with a gentleness that meets a 
growing demand for safer washing. The Vac-A-Tap 
can be delivered and set up by one man—is finely 
built—has direct drive on Timken roller bearings 
from self-aligning motor—no belts—and other ad- 
vanced features of construction. 
Exceptional resources are behind the Vac-A-Tap. The 
dealer policy is notably generous; profits and terri- 
tories are ample; sales co-operation powerful. 


THE VAC-A-TAP COMPANY, 
Dept. EG, Holland, Michigan 


Gentlemen: Please send us full Vac-A-Tap 
facts and full details of liberal dealer policy. 


Write or wire immediately for franchise. 


THE VAC-A-TAP COMPANY 
HOLLAND, MICHIGAN —— 


Street 


City State PaaS 
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Royauite urn set, made of heat-proof china and delicately hand- 
decorated in pleasing colors. Several designs to meet different tastes. 
The set shown is the “Fawn and Rose.”’ 











The Royat-Rocuester “Early American’ coffee set-—one of sev- 
eral striking designs with the style appeal that sells women today. 
Urn, Creamer and Sugar, with tray to match. Royal nickel throughout 
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A step ahead in style... 
and in sales! _ 


These new Royal-Rochester 
electric coffee sets of hand-dec- 
orated china and Royal nickel 


RDINARY percolator and urn sets won't do 
O this year. There’s an increasing demand 
among women buyers for DISTINCTIVE, 
STYLISH APPEARANCE in household utilities. 
Christmas sales showed that this demand has 
been squarely met by the new Royat-RocuesTER 
products, two of which are shown above. 
Nothing like the Royatire line has ever be- 
fore been offered. Beautiful hand-decorated 
CHINA, guaranteed against breakage from heat 
or ordinary usage! The only china that can be 


used for this purpose——and exclusively Royat- 
RocueEstTer. 

No exageration to say that these sets will sell 
on sight—particularly if you display several 
different designs. Women simply can’t resist 
them. 

And nothing in the way of METAL urns or 
percolators can surpass the stunning Royat- 
Rocuester metal sets in fashionable period de- 
signs. ‘‘Staple’’ products with nothing of the 
usual about them! Steady, dependable sellers. 

Before you start ordering for 1928 be sure and 
see these new-style utilities. They're pulling in 
some mighty fine business for live dealers. 

Complete information and dealer proposition 


on request. 


ROBESON ROCHESTER CORPORATION 


NEW YORK SALES AND DISPLAY 
200 FIFTH AVENUE 


———= ROYAL ROCHESTER 


FACTORY AND MAIN OFFICES 
ROCHESTER, N. Y. 
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A new line of Cold Molded 
Composition Sockets which has 
been designed for Industrial use. 


Durable — Free from 
chipping — Insulation 
more permanent— 
Longer life—Less 
upkeep. 


TRY THEM OUT. 


Send for a free sample. 
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/ 
HA HC No. 617 No. 662 No. 601 ° No. 604 
Cat. List Std. Schedule B | Pkg. | Car- 
No. Price Pkg. | Wet. | ton 
ee ee eee ee ere | 30 | 10 
HC -27 Ber) eee SOUT GOO We —— 250 Von iin iaicin cs on cos ees cs cw cnet oe eis s buke 10 
617 12 AB eC ae ee ee aa | 10 
*662 24 100 SC a BO WSEN COLE GFID S56 nos vise cr icn cece cede eve seme awaeis 16 10 
601 24 ME Fl igo xs o's rockin «4:0 anal nie: site g's one 2 + Sap oles gieteis HAG 13 10 
603 -28 100 NN OE IL EEE ee Ore eter kee | 13 | 10 
604 31 Eo 5iisie Sole ciutels ciao coin Cae oO. ee ca i meres ; 14 10 























*The cord grip on No. 662 is designed to take reinforced cord from \4 to 4% inch. 


THE ARROW ELECTRIC COMPANY 
HARTFORD, CONNECTICUT 


RROW 


























The complete line of Wiring Devices 
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he Vew 
BRIGHT STAR 


<iuprome ime Suery Jest. > 


FLASHLIGHTS 
are Displayed to Sell. / 


The attractive red display carton stands right on the counter and offers 
the 300-foot range Focusing Spotlight or the General Utility Flashlight at 


* ee 
Battery; 


EALER’S cost $6.75 per complete unit— 
consisting of 6 lights and 24 Bright Star 
No. 10 Single Cells: — 


6 lights complete retail at $1.45 . . $8.70 


12 Extra Cells for replacement sales 
at $0.15 + ° 7 ° * * ° e ° 1.80 


ceeeeee Wemuees . «6 kt tlw tl w]6OO 


Here is a deal that gives you a liberal profit 
and builds consumergood- 
will, for these new Bright 
Star Lights have the Fold- 
ing Loop Hanger, Security M 
Switch, Twin-cushion 

Shock Absorber, new pat- ed ie 
tern Ribbed Fibre caseand | General Utility Flashlight 
other distinctive features. 2 yee amt 






































It’s none too early to 
arrange for your stock of 
NEW Bright Star Flash- 
lights. Get in touch with 
your jobber—NOW! 


Bright Star Battery Co. 
Makers of the famous Bright Star 


lashlight Prod Radi 
eg mor a » . BRIGHTSTAR 
Hoboken, N. J. meneral Utility oh 


Branch: Chicago, IIL. ashi ight 














EIGHTEEN YEARS BUILDING THE QUALITY LINE 
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Instant Attraction/ 


of nation-wide circulation. 


IKE the giant magnets that 
s speed industrial operations, 
the 1928 window displays of 
the Edison Lamp Works speed 
lamp sales. They instantly at- 
tract prospective customers 
and draw them inside your 
store. 


Blazed across the front of 
each display is that sales-stimu- 
lating phrase “Light Up,” tying- 
in with more than 86,000,000 
similar messages in magazines 


Dominating in human in- 
terest—unique in design—and 
unfailing in attraction power— 
these striking displays turn pas- 
sers-by into buyers of Edison 
Mazpa* Lamps. 

Two dollars—less than four 
cents a week—brings you a full 
year’s service of these attention- 
compelling, sales-creating win- 
dowdisplays. Orderyourstoday 
from your Jobber’s salesman! 


% Mazpa—the mark of a research service 


EDISON MAZDA LAMPS 


GENERALE FSECTRIC 
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Sounding as it does the very depths of the sub- 
lime, reception with the Utah Speaker brings 
into being those mystic qualities of reproduction 
for which so many strive but so few ever attain. 


The most complete line—ranging from $10 to $100 
UTAH RADIO PRODUCTS CO., 1615 S. Michigan Ave., Chicago 





* 












































with the 
"7 y) 


' ni 
é c——) 


- 





ROTOMATIC 
switch 


ROTOMATIC — it rotates — 
and it locks automatically, can 
be lighted only at your will. 


ERE it is! The greatest 
flashlight advance in a 
decade! The new Ray-O-Vac 
Rotomatic—with the amazing 
new Rotomatic Switch! It’s a 
beauty in appearance, a beau- 
ty in performance,a little giant 
in sturdiness. And it’s a world 
beater for sales! 

Heading its many fine fea- 
tures is the remarkable Roto- 
matic Switch. You’ve never 
seen a switch like it. It works 
on an entirely new principle. 


Nine times out of ten, as 
you probably have learned 
through experience, the life 
of a flashlight is measured by 
the life of its switch. The Ray- 
O-Vac Rotomatic Switch is 
built for a lifetime of service! 
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RAY-D-VAc 


ROTOMATIC 
FLASHLIGHTS 





yim 
~/ 


Think of a switch that re- 
sponds every time—instantly— 
at a press of the thumb! A 
switch that is insulated with 
Bakelite. A switch that will be 
serving, years hence, as un- 
failingly as on the day it isnew! 


That is the new Rotomatic 
Switch, built completely with- 
in the head of the new Ray- 
O-Vac Rotomatic Flashlight. 
Except for the single contact 
point, it is kept entirely away 
from the batteries. 


Attractively displayed on 
your counter in their de luxe, 
self-contained display case, 
Ray-O-Vac Rotomatics sell 
themselves. Your customers 
can’t pass up the intriguing 
Rotomatic Switch. They work 
it—get the “feel” of it—and 
are completely sold. 


And with the increase in 
flashlight sales comes a better 
battery business. Ray- 
O-Vac Rotomatics stay 
in service, working so 
satisfactorily that their 
owners use them more 








and buy more batteries. 


A strong national advertis- 
ing campaign backs this re- 
markable flashlight. Full pages 
in color in The Saturday Eve- 
ning Post and Country Gen- 
tleman and general newspaper 
advertising are creating a big 
demand for the Ray-O-Vac 
Rotomatic. Write for detailed 
information today. 


FRENCH BATTERY CO. 


Madison, Wisconsin 


Also makers of Ray-O-Vac “A”, “B” and “'C”’ 
Radio Batteries and Ray-O-Vac Ignition Batteries 


The “‘Self- Selling’? Assortment, in this de 
luxe, self-contained display case, includes 
nine styles—two sizes—two finishes, a choice 
to please every customer. Write tor details, 
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: In 1927 Howell sold 
twice as many 
Hygrade Lamps 
Nothing spectacular about this counter | 
display of Hygrade lamps, in the store of Oo 


E. N. Howell Hardware Co., Dixon, III., P| 
but it sold twice as many lamps in 1927 as bn 
were sold in 1926. 

The reason is simple. Howell put Hy- 
grade Lamps where his customers could 
see them and Hygrade Lamps did the rest. 


HYGRADE -LAMP CO 


GENERAL OFFICE 


AND FACTORY SALEM Mass 






































January 
is the 
big month 

for 


PLURAL PLUGS 


—this-year more than ever. With thou- 
sands of “light socket’ radio sets given 
for Christmas as well as floor lamps, etc., 
your customers are going to buy many 
twin and triple outlet plugs. 

We urge you to keep the display cards 
and cartons prominently on the counter. 
They sell fast and stay sold as Anylite 
Plugs are built of rugged materials. Will 




















Me — 





not crack, break or burn. They never ‘ 

fail to please your customer, thus avoid- ny" \ 
1 eS eee | Most popular B Power Unit 

All Anylite products shipped on dis- | ] = 
play cards or packed in display cartons. { for radio sets in theworld 

Anylite Regulators Plural Plugs ae 
Wall Outlet Plugs Portable Switches | The Super B, illustrated above 
King Cole Radios Aerial Wire and Magnet Wire | is only $2922 complete with 
Write for Prices and Particuiars. c Majestic wot eal 

; B ~RectifierTube. 











GRIGSBY * GRUNOV ~ HINDS * CO +4572 ARMITAGE AVE CHICAGO“ILL 
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RADIO - IS - BETTER - WITH - DRY - BATTERY - POWER 























Insuring still greater 
profits for you! 


The interesting story of Chrome is reach- 
ing battery buyers through leading 
magazines and newspapers all over the 
country. Every reading home will be 
reached this season. 








This new answer to the long recog- 


nized superiority of Burgess Batteries Electric Ranges 


is all you need to tie into for your share 





of increased dry cell profits. Get back that you Can sell 

of the Burgess line now for better busi- : 

ness. Inquiries invited. —and sell with confidence 
BURGESS BATTERY COMPANY . 


General Sales Office: CHICAGO 


Canadian Factories and Offices: Niagara Falls and Winnipeg a dealers leaching for new profit lines of 
c > 


merchandise may well consider the opportunities 
Chrome offered by electric ranges. With the increased 
2 use of electricity for cooking, a range department 
is a metallic element | is hardly up-to-date that does not include Stand- 








that prevents chem- a 

ical action when bat- | ard ranges. : 

a Ae ie ae ol Standard Electrics offer a complete line, for 
eased! every electrical cooking use. And it is a line you 

















can sell with confidence—a line produced by the 

sae: oldest exclusive makers of electric ranges; distrib- 
LO uted through regular channels; with whole-heart- 

vt ed factory cooperation. Many hardware dealers 

Tl T i are now developing substantial added business 

BURGESS | P on Standards. 

BATTERY | 4 





X75 36( Uy 


Ask for all the facts, and copy 
- fit om. il : of the Standard catalogue. 


Hise | S|/|° ~ 
THE STANDARD ELECTRIC STOVE CO. 
TOLEDO, OHIO 
TT ELECTRIC tandano 
BA Ee i j a S “Standard quality is never questioned” 
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'The House of a Thousand /tems' 





WE ARE MANUFACTURERS OF WIRING 
SPECIALTIES, HEATING ELEMENTS AND 
OTHER QUALITY ELECTRICAL PRODUCT ae 








We sell to Jobbers only. 


Send for Catalogue No. 810. Tr 
WE FURNISH TO JOBBERS, 
FREE ELECTROS OF ANY ITEM > 

WE MANUFACTURE 


Rodale Mfg. Company 








22) 


A complete line of electrical wir- 
ing specialties ideally suited to be 
sold by Hardware Dealers; put up i. 
in beautifully colored containers. bt) 


WIRING DEVICES 


pwr Ottitl 
ep es & OH @ J 


«cen © wlOl 





200 Hudson St., New York 








MILBRADT 
LADDERS 


Will = for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 








There’s a Mine 
of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 














HELLER 


Business Building Store Fixtures 


There is no more potent weapon known to the hardware trade for 
the independent dealer to meet and conquer competition than 
Heller display cabinets—and merchandise tables. The prosperous 
New Jersey store shown above installed Heller Pivot door wall 
eabinets and Heller Masterpiece display tables about a year ago 
and has increased its sales steadily ever since. Heller equipment 
will help you, too. Our suggestions place you under no obligation. 

Write either address. 

700 Bryant St., Montpelier, Ohio 

W. ®t Heller & Co. 20 Vesey St., Suite 500, New York City 
Send details and prices on items checked— 


Penn. Metal Display Tool Display Door Complete Store 
J Sew Rack i) Sales Tables O angers D Cabinets q Equipment 


5, Address 
28 











The STENCILOR 





For Making Signs and Show Cards 


The idea that good store signs can be made only by ex- 
perts is dispelled the very day your clerk tries the 
STENCILOR. 

And the cost is speedily returned in the extra profits 
made through increased sales. 


Send for Folder and Samples of Signs. 


We will exhibit the STENCILOR and prove our claims at the 
27th Annual Convention & Exhibition of the Pennsylvania and 
Atlantic Seaboard Hardware Association, Inc., at the Philadelphia 
Commercial Museum, Feb. 13 to 17, 1928. 


TERRITORY OPEN FOR RESPONSIBLE SALES AGENCY. 


DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 
Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St. 


New York, 


Canadian Agents: DISPLAY CARD COMPANY, LTD., 
Brockville, Ont. 


















































Lakewood soisronernoor Weatherstrip 


No 
Other 
a Like It 


The pressure of a door or window against the air 
sealing space cushions the tubing, makes an air-tight 
seal, and keeps out the cold. 

This strip is made of specially prepared weather- 
resisting rubber that won't freeze, harden or crack. 

Easily applied. Low priced. Packed in cartons of 
100 ft. and on reels of 500 ft. Sold at any length, 
cut from reels, at 7c. per foot. 





Send for Samples and Prices. 


The Lakewood Rubber Products Co. 


6927 Carnegie Ave. Cleveland, Ohio 














“GEM’ 


Adjustable 
RADIATOR SHIELDS 


You can sell a lot of “GEM” Radiator 
Shields, because of their popular ad- 
justable feature and moderate prices. 
8 popular sizes, gold-bronze or alumi- 
num finish. Adjustable to radiator 
top widths, 6” to 13”; lengths, 11” to 65”. 
Retail at $4 to $7. BEH & CO., Inc., 1140 
Broadway, New York, N. Y. 








Buy from your jobber 





















AN Carry Less 
and 


Sell More 


What’s the use of carrying a lot of 
sizes and styles of Tacks that are 
unnecessary ? 


In the ATLAS line of Tacks no 
difference in sizes of less than 
1/16” are necessary. 


And only styles that have proved 
salable are manufactured. 


These facts enable dealers to carry 
less stock, and sell more; because 
ATLAS quality is always in de- 
mand, and full count and weight 
are guaranteed every customer. 


Send for Complete Catalog 








ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest manufacturers of Tacks and Small 
Nails in the world. 


Established in 1810 








Graffco 


Products are made 
right and sell rap- 
idly at a liberal 
profit. Write for 
catalog. 














Graffeo PUSHPINS 


are made of clear, crystal 
to glass, with a strong dome 


flange and a _ needle— 
sharp steel point. 


Graffeo PICTURE 
HANGERS 





=. made of peasy steel, 
—that your customers will buy ini) a ee an 
Graffco Pushpins and Picture °“ 


Hangers and be glad they did _ Graff-Underwood Co, 
so! 52 Washburn Ave. 
CAMBRIDGE, MASS. 











Shovel Profits! 


Sell the Fulton Family of fire shovels—com- 
plete line of sturdy and attractive shovels that 
will give a lot of satisfaction to your customers. 
Write for details today and get ready for your 
winter’s business in this line. 


Patent Novelty Co., Inc., Fulton, Ill. 











IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 
Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 














ANCHOR 
All Steel 


TRUCKS 


Your customers will welcome an intro- 
duction to this truck. Made in all 
types and sizes. 

Ask your jobber for complete informa- 
tion or write to us for Catalog 102. 


Anchor Post Fence Co. 
9 E. 38th St., New York, N. Y. 
Branch Offices in Principal Cities 
STRONG as steel % tt 
LIGHT as wood —== 
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@® Improved Duplex @ 
Key Cutting Machine 





A NEW LEADER that has gained great favor with 
those who understand key cutting machines and the fea- 
tures to be desired in a perfect duplicating outfit. 


THE OUTSTANDING FEATURES of the IM- 
PROVED DUPLEX are: 

1. Designed to cut all types of keys; cylinder, flat steel, and 
bit keys. 
2. Separate clamps for each type key noted above (in reality 
triplex). 
3. Special finger gauges for easy alignment. 

. Ball bearings. 


4 

5. Adjustable carriage stops. 

6. Bench space 22%” x7”. 

7. Motor may be mounted above, behind, or underneath. 

8. Simplicity, long wear, no changing of cutters, no adjust- 
ments necessary. 


CDINDEPENDENTIOCKCO.QD 


72-80 WINTER ST., FITCHBURG, MASS. 


BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 











SNELL BITS LEAD 


their own way through! 
Heavy construction calls for a bit 
that will stand the gaff. Bridge 
builders, miners, contractors, rail- 
road and shipyard workers need 
the Snell Construction Bit. 
Write today for folder and price list. 


J BIT 


Snell Manufacturing Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., 
New York City 



































Russell Jennings 


Auger Bits 









Patented by 
No. 101-B Mr. Russell Jennings 
El bien in 1855 
Auger Bit 


Quick Boring Thread 

Single Lip and Spur 

Russell Jennings Mfg. Co. 
Chester, Conn. 





Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
—- Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


e above tools will please your customers, as well as eur 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and wee the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 
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<=5S55; 4 f0 STORE METHODS 
SORE ‘a 
S—SIS5 To provide adequate storage facilities for 
" shelf stock—to make it accessible and con 





























venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 
efficiency One style only—neat of design— 
attractively finished—any height — 
easily installed—meets most 
ts. Circular 






























AYP KX) Cutters \ 
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RED DEVIL MEANS GLASS INSURANCE 


LANDON P. SMITH, INC. 


1165 Springfield Ave., Irvington, N. J. 
No. 48.5/x Hand Honed ‘Wheels. 
3 There’ a Sharp one always feady 
RED DEVIL 
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Garage Door Bolt 
Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 


Garage 
Door 
Holder 








Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot. 
For prices and further information 
write today to 


Phenix Mfg. Co. 
032 Center Street Milwaukee, Wis. 








Holder No. 52 


BULL@ FRO 
WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 















THE TOLEDO WHEEL- 
BARROW COMPANY 


Toledo, Ohio 









Office and Warehouse 


Chicago 
Wacker Drive 


Branch 











69 E. 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


NY.) 5 Ot OO): 20) 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 











REICHERT’S 
Anti-Suck Calf Weaner 


A sure cure weaner 
for calves and cows. 
Double hinge permits 
calf to graze, eat or 
drink, yet prevents 
sucking. Good seller. 
Order of your jobber. 


Reichert’s Imperial 
2 Emergency : 





PAT. JAN. \6+ 


A set of 4 chains will Mud and Snow ,; 
pull any auto out of mud, ° Me 
sand or snow. Easily Chain 


applied—no jacks or 

tools needed. Sizes for 

all cars and trucks. 
Write for prices. 


Imperial Bit & Snap Co. 
1400 Clark St., Racine, Wis. 




















Hand Card 
Selling Months 


Are Here 


Be ready with ample stocks for 
these every season profits 


COTTON—WOOL—TOW—HORSE CARDS 


L. S. WATSON MFG. CO. | 
503 Main St., LEICESTER, MASS, | 
Write for Prices Guaranteed Against Decline | 


















“IVES” Patent Ventilating Lock 





Showing Window Manufacturers of Showing Window 
Closed. Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 
















GED» BOLTS 4»> NUTS 
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FOSIER 


Personal Service 


1) CAPSCREWS 


Y e a 
in Big Business 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 


Union Ave. and E. 72nd 8t. 6249 te 6265 West 65th St 
Telephone Breadway 840 Telephone Hemlock 4484 














This Attractive 
Counter Cabinet 
finished in brown 
with gold lettering, 

4, 150 Lae. 


40—10c pkts. of 


Moore Push-Pins 


(Glass Heads—Steel Points) 
also 110—10c pkts. of 
Moore Push-less Hangers 
The Hanger with the Twist 
Used in ‘ Nearly Every Home” 
List $15, Dealers $10 
Advertised for 27 years 
Moore Push Pin Co. 
(Wayne Junction) 
Philadelphia, Pa. 
Send for illustrated 


folder of Counter 
Sestee ane Price 
List 







Style “L” Metal 
Counter Display 





ont puswrmns 
PUSHLESS HARGERS 
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Classified Opportunities 











To Manufacturers 


Salesmen with established trade through Jobbers and 
Large Retailers in territory west of New York-Pennsylvania 
north of Ohio River, all territory west of Mississippi River ; 
also Cities of Louisville, Memphis and New Orleans desire 
additional short lines or fair volume single items that can be 
handled by Wholesale Hardware, Drug and similar Houses; 
also by the larger Retailers. Territory covered several times 


each year by principal and assistants. 


Address replies to Box H-779, care of Hardware Age 


4 








0 





BUSINESS OPPORTUNITIES 


BUSINESS OPPORTUNITIES 








FOR SALE 
HARDWARE STORE 


Well established business in Parkersburg, W. Va., occu- 
ying an excellent location which has been used for the 
ardware business for fifty years and enjoys an excellent 

trade. 

Stock is clean, up-to-date in every particular and will 

inventory (at cost or market, whichever is lower) around 
17,000.00. 

one is an unusual opportunity to acquire a going business 

with good-will assured the purchaser by reason of its 

location and is only offered for the purpose of settling an 
estate which must now be done within a short time. Call 
or write: 
First National Bank, Trust Department, 
Parkersburg, W. Va., 


or 
James S. McCluer, Parkersburg, W. Va2., 
Executors of the Estate of G. W. Niswander, Decd. 











—~— 





Large Store with basement, corner Jackson and Communipaw Avenues, 
Jersey City, occupied 35 years by a hardware business. Speiving. show 
cases, elevator. Rent reasonable. Apply HUNT, 115 Gifford Avenue, 
Jersey City, New Jersey, Phone Bergen 5045. 





WANTED a Hardware Business in a progressive city or town, in a 
section of the country with mild climate. Investment must yield a good 
living. Do not answer unless business will stand closest investigation. 
Address Box H-809, care of Harpware Ace, New York. 








FOR SALE—PATENT, SALES RIGHTS, tools stock and machines on 
patented hand tool now on the market. Total value of stock, equipment 
and machines $60,000. $25,000 cash, the balance in stock or interest 
in the business. James A. O’Connell, 392 George St., New Brunswick, 
n. 


SPLENDID opportunity for good man. We will rent a fireproof tin 
shop, 30” x 135”, with lights on four sides and plenty of skylights, 
equipped with full set of tools, situated in a town of 25,000 people, excel- 
lent location in business district, with a_ wonderful business, to turn over to 
a_good party on reasonable terms. Capital required, $2,500 to $4,000. 
This is 4 gold mine for a good man. Address Box H-7 8, care of Harp- 
ware Acz, New York City. 





HARDWARE BUSINESS WITH MODERN FIXTURES located in 
the center of business activity in one of the best business towns in Texas. 
Population 25,000 with wide trade territory. Stock is clean and would 
not consider selling below par. Will require $12,000 to $15,000 to handle. 
If interested, write Box H-812, care of Harpware Ace, New York. 


HELP WANTED 













Wanted — Experienced Hardware Men 
Men of proven ability—Salesmen, Managers, Quotation Men, Mati- 


mators, Stock Olerks, Order Clerks, Shipping Olerke, Packers, 
General workers and all office help. 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 
Bryant 7374-5-6 





113 W. 42nd Street 








& 








WANTED-—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS WIRE PRODUCTS CO., corner 
First and Front, Grand Rapids, Mich. 


WANTED ran who thoroughly understands Builders Hardware line, 
also a general knowledge of the Hardware Game. For business in town 
¥ ae inhabitants. Apply Box H-808, care of Harpware Acre, New 

or 








LL PAY CASH FOR SMALL RETAIL hardware business. Must 
a ell located and reasonably priced. Write: E. H. WITBECK, 1528 
Eastern Parkway, Schenectady, New York. 





WANTED—BILL CLERK—To price sales sheets and figure profits. 
Salary $100.00 per month. Louisiana—Address Box H-791 care of Hanp- 
ware Acz, New York. 
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Classified ice annem 





POSITIONS WANTED 


EXPERIENCED MANUFACTURERS SAL ESMAN CALLING on 
the hardware jobbers for years, vast acquaintance, employed, but desires 
to make new connection. Successful record, best of references available. 
Present headquarters, Minneapolis. Commission or salary. Address Box 
H-811, care of HArpwareE AGE, New York. 








Salesman desires connection with manufacturers of Mechanic Tools or 
Hardware, preferably in New York and Pennsylvania territory, fifteen 
years’ experience. Al reference. Address Box H-806, care of HarpwARE 
Ace, New York. 


_ SALES ACCOUNTS WANTED _ 








Manufacturers’ Representative 


with 15 years’ experience selling to the Hardware, Auto- 
motive, Electrical and Radio trade is open for one or two 
additional accounts of reputable manufacture to represent 
in the Metropolitan district. Address Box H-801, care of 
Hardware Age, New York. 











EXPERIENCED BUILDERS HARDWARE SALESMAN DESIRES 
a position with Manufacturer, Jobber or Retail store, capable of taking 
charge of a Builders Hardware Department, references readily furnished. 
Address Box H-789, care of Harpware AGz, New York. 


STORE in small city or 
Can do anything and not 
Mich, 


POSITION WANTED IN H ‘ARDWARE_ 
town, by experienced man, Michigan preferred. 
afraid of work, Address ‘ ‘Hardware,’ 6750 Vinewood Ave., Detroit, 


SALES ACCOUNTS WANTED 











Manufacturers’ Distributor and Jobber 


an established business in Illinois, Wisconsin and 
Indiana, desires additional lines in Radio, hardware, tools, 
cutlery, sporting goods and housefurnishings. Traveling 
four men throughout the above States mentioned, by auto- 
mobile. Address Box H-810, care of HARDWARE AGE, 
New York. 


with 











One or Two Additional Lines Desired 


by salesman calling on New England wholesale hardware, agricultural 
implement, woodenware, paper goods and bottlers supply houses, in 
conjunction with one product, which he is now and has been selling 
to this trade for seven years. Will do some missionary work for 
wholesalers with retail trade. <A live man who can put over new 
items and build up sales of old lines. Address Box H-S04, care of 
HARDWARE AGrp, New York. 














| 
| 
Experienced Manufacturers representative well acquainted with Jobbers, | 
Department Stores and Hardware Stores in Chicago, wish to add a line 
of Builders Hardware, Imported or domestic tools or high class _house- 
furnishings. necessary, can also cover larger towns in Illinois and 
Wisconsin. Address Box H-807, care of HARDWARE AcE, New York. 





We offer Manufacturers reliable representation ‘in Pittsburgh and 
Western Pennsylvania. Can handle two more good lines for jobbing, 
department store and large retail trade. Box H-805, HArpware AGE 
New York. 





| West Virginia, North 





SALES REPRESENTATIVES WANTED 








MANUFACTURERS’ REPRESENTATIVES 
Chicago District, Missouri, Kansas and Florida for fast selling house 


furnishing line, comprising Bathroom Fixtures in Nickel. White 
Enamel and Porcelain; Tubular Smoking Stands, Juice Extractors, 
Lawn Sprinklers, Casserole Frames and Dollar Blectric Stove. 


Only established men wanted for this well-known line. 


THE BEARDSLEY MFG. COMPANY 
Waterbury, Conn. 











MANUFACTURERS of full line of 
representatives in all important cities to handle 


want local 


specialties 
De- 


on commission. 
State experience, 


household 
line 


partment houses, premium concerns, are all big users. 

lines handled and territory covered. We want none but those who can 

an good. For such our ——- is an excellent one. Address 
_ Hi. *”? care of HARDWARE AGE, New Y rork. 


WANTED—Hardware and Sporting Goods salesmen of mechanicai 
ability to call on retail trade in eastern territory. Leading line Gasoline 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps 
and Lanterns. Must give Bond and drive own car. Address Box H-784, 
care of Harpware Ace, New York City. 


MANUFACTURERS OF COMPLETE LINE of Lawn Sprinklers wants 
Sales Representatives for the best Sprinkler Proposition in America. Nation- 
ally known line. Good commissions and credit for reorders. Some very 
choice territory open. Season just opening up. Answer at once stating 
lines you handle and territory wanted. L. Manufacturing Company, 
3806 Montrose Ave., Chicago, IIl. 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of HArpware Ace, New York. 


MANUFACTURERS of full line of Enamels, Polishes, and Cleaners 
want local ae in all important cities, to call on Hardware and 
Automobile trad State experience, lines handled, and territory covered. 


VELVET SPECIALTY CO., INC., 2214 Livernois Avenue, Detroit, Mich. 


WANTED—Reliable salesman now calling on the Hardware and Furni 
ture trade to sell a very popular full porcelain coal range. Price reasonable 
and big repeater. Territory open—Ohio, Michigan, Pennsylvania, Virginia, 
and South Carolina. Liberal commission. ROCK 
ISLAND STOVE COMPANY, Rock Island, Ml. 


























TAINTOR POSITIVE SAW SET 
“Natural Grip” No. 27 (New) 


The “Last Word” in Saw Sets. 
Yes, indeed, we still make our No. 7 
and 7% models. 


Taintor Mfg. Co., 113 Chambers St., N. Y. City 


Seymour Smith “Handy on Shears” 


A complete line of 
Grass Shears. 
Pruning Shears and 
Tree Pruners. 
ABSOLUTELY 
GUARANTEED 
Send for New 
Manufactured by Catalog. 
ani hg ity & SON, INC., dakville, Conn. 
Sales Representati . Graham & Co., 113 Chambers 8t., New York 











Looking for a Hardware Store? 


place to find one is in the “Classified 
Gepelinaltin Section” of this paper. 


By watching the FOR ra ads "ll be 
reasonably 


sure to secure a soot Fe busi- 
ness at a fair price, or better still, let the trade 


know the kind of a store you are looking for. 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quali 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 














Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 


your sales, 
Made only by 
ANTI-Borax Compounp Co, 
Fort Wayne, Ind. 














Plain or enameled 
in colors 


STRATTON 
HANDLES 


For Small Tools, age Electrical Goods, Btc. 
Enameling, bot baked and air dried. 


STRATTON MFG. en Stratton, Maine 
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THE ADVERTISERS INDEX is published as a convenience and net as & 
Neo allewanees will be made fer errors or failure te 
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ee A — Eagle-Picher Lead Co. ........ —|Ives Co., H. B....---.--+0-- 121 
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Aluminum Wares Association.. — | Caldwell Mfg. Co. ........... 123 | Economy Plumber Co. ........- —| Ives Mfg. Co, W. A. ....... ps3 
American Chain Co............ —| Carborundum Co, ............ 22! Edison Lamp Works of Gen Iwan Brothers ........+.++++- — 
American Flyer Mfg. Co...... _.| Carolus Mfg. Co. ............ ys SMR ASO. cavicsupiisca ay 113 
American Fork & Hoe Co.... —| Casement Hardware Co. ...... mel ay Sy 8 eee ey Pee -- 
American Gas Machine Co.... —| Chain Products Co. .......... —| Electric Sprayit Co., Inc...... = J 
American Handle Co.......... — | Challenge Refrigerator Co. .... —| Evansville Tool Works ....... 99 
American National Co. ........ _| Chamberlain Co. ............. 103 | Everedy Co., The .........-.- — | Jackes-Evans Mfg. Co......... — 
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American Ring Co. ........ __| Cheney & Sons, S........-.-. 86 Johnson Arms & Cycle Works, 
American Saw & Mfg. Co.. g9 | Chevrolet Motor Co. .......... _- F Fee $useeeededes ocbes 119 
American Screw Co........... __| Chicago Flexible Shaft Co.....10-11 
American Shearer Mfg. Co.... — Chicago Roller Skate Co...... —{F. & N. Lawn Mower Co., The 107 
American Sheet & Tin Plate Co. — | Chicago Solder Co. ........... — | Fate-Root-Heath Co. ......... — K 
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American Telephone & Telegraph Clayton & Lambert Mfg. Co.... —J Folsom Arms Co., H. & D...... nt GO Go onaes ob tices's seo — 
Es ca tietex ceo rieses tees —| Clemson Bros., Inc, .......... —1| Foster Bolt & Nut Co........ 121 | Kelly Axe & Tool Co.......... 29 
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Ames Shovel & Tool Co....... __ | Clevéland Twist Drill Co...... 95 Keystone Lantern Co. ........ ey 
Anchor Post Fence Co....... 119 | Cleveland Wire Spring Co..... 101 Keystone Mfg. Co. .........- - 
Anti-Borax Compound Co...... 123 | Coates Clipper & Mfg. Co.... — G Keystone Steel & Wire Co.... 23 
ea 116 | Coes Wrench Co. ........-... 35 Kimball Bros. Co. .........++ -- 
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Armstrong Mfg. Co. .......... —| Congoleum Nairn, Inc. ....... 731 General Wheelbarrow Co. , - 
Arrow Electric Co. ........... 111 | Connecticut Valley Mfg. Co.... —| Gilbert & Bennett Mfg. Co.... 8 ‘ 
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Atlas Tack Corp. 
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Babcock Co., The W. W...... 109 
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Consolidated Electric Lamp Co. . 


Continental Paper & Bag Mills 
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Corbin Screw Corp. 
Corcoran Mfg. Co. 
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Damascus Steel Products Corp. 


Davis Tool & Engineering Co.. 


Day-Fan Electric Co. 
Dazey Churn & Mfg. Co.. 
De Laval Separator Co.... 
Deming Co., The 
Detroit Torch & Mfg. Co.. 
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The Old Time Hardware Store 


Back in 1885 in Filo Smock’s hardware store in Sleepy Hollow, 
they used to sit around the stove and swap stories. 


“Nothing to do till tomorrow” was the slogan in those days, 
and tomorrow never came. Customers were few and far be- 


tween. 


How time has changed hardware business methods. Now it’s 
copper store fronts, attractive show cases, modern shelving, 
beautiful display racks and window displays that are “The 


talk of the town”. 


The only stories they have time for now are the merchandising 
stories and the window display suggestions that appear in 
Hardware Age. 


The ideas they get from these stories and window displays 
MOVE the merchandise. 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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No. 400 — Actual Size. 
Retails Fast at only 75c. 


Your Jobber HAS them for you 


Hundreds of Crushing 
Blows — Still Locked! 


[THESE are padlock features which 
mean more to the buying public 
than most everything else — and — 


TIe’'s EXCLUSIVELY Master! 


These features mean more to you in 
faster sales —- MORE, PROFITS! 
Put Master Padlocks to the front and 
link your store with the biggest ad- 
vertising ever put behind a Padlock. 


It’s reaching over Ten Million 
people every month regularly ! 


MASTER LOCK CO., Milwaukee, Wis. 
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SHAPLEIGH HARDWARE CO. 


INTERNATIONAL DISTRIBUTORS 
ESTABLISHED 1643 


4 on . 
Ouy 706! 


ST. Lous Ta Jaca U.S.A. 
“DIAMOND EDGE 1S 4 QUALITY PLEDGE 


DIAMOND EnGE 
TOOLS 


DAMOND FDGE 
CUTLERY 





Shapleigh National Series No. 1240 











